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1 Introduction	
1.1 Background	
Nowadays	the	Internet	plays	a	major	role	in	people’s	everyday	life.	It	is	used	for	
communication,	finding	information	and	purchasing	various	items,	and	there	is	no	
doubt,	that	all	of	this	has	a	great	impact	on	the	industrialized	world.	Obviously,	it	has	
also	a	great	impact	on	business	companies.	Today,	in	order	to	connect	with	
companies	and	their	products,	the	Internet	users	should	interface	with	those	
companies’	websites	(Gehrke	&	Turban,	1999,	p.	1).	However,	having	a	website	is	not	
all	that	is	needed	to	bring	success	to	a	business	through	the	Internet,	as	there	are	
many	other	aspects	that	must	be	taken	into	account.	The	author	of	this	thesis	
decided	to	study	one	of	these	aspects,	namely	website	design.	
When	users	browse	through	the	Internet	and	visit	different	webpages,	some	of	these	
pages	appeal	to	them,	make	them	stay	there	for	longer	and	buy	products,	while	
others	cause	such	negative	(or	zero)	emotions	so	that	users	close	the	page	after	a	
few	seconds	of	looking	at	it.	It	is	known,	that	a	decision	whether	a	website	is	great	or	
unsatisfactory	is	being	made	in	less	than	a	second	(Lindgaard,	Fernandes,	Dudek,	&	
Brown,	2006,	p.	115),	because	emotions	can	be	caused	faster	than	logical	
conclusions	(Ekman,	1992;	Epstein,	1994).	It	seems	to	be	not	enough	to	let	a	
potential	customer	to	know	about	the	website.	The	important	task	is	to	make	him	or	
her	to	keep	exploring	it,	to	understand	the	given	information	and	to	act	according	to	
its	calls	to	action.		
Whether	a	visitor	of	a	webpage	will	stay	on	it	for	a	longer	time	depends	largely	on	
the	user	experience	(UX).	User	experience	is	“the	experience	the	product	creates	for	
the	people	who	use	it	in	the	real	world”	(Garrett,	2011,	p.	6).	In	the	case	of	this	
study,	the	author	studied	user	experience	particularly	in	the	digital	space,	because	it	
is	connected	to	a	user-centered	website	design	directly.	The	term	“user-centered	
design”	itself	means	the	practise	of	creating	effective	user	experience		(Garrett,	
2011,	p.	17).	There	is	a	great	difference	between	an	attractive	website	and	a	
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repulsive	one,	and	the	point	of	this	study	was	to	determine	what	effects	the	user	
experience	of	a	website	and	how	to	improve	it.			
1.2 Motivation	for	the	research	
The	main	goal	of	this	study	was	to	find	what	effects	user	experience	and	what	are	
the	practices	that	could	be	applied	to	a	website	design	process	to	make	the	sites	
more	attractive	and	credible	for	users	(visitors	of	the	website/prospective	
customers).	The	study	also	aimed	to	help	a	Nordic	start-up	company	to	improve	its	
website	design	and	to	gauge	the	visitors’	experiences.	One	of	the	objectives	of	this	
action	research	was	to	develop	a	user	experience	that	in	the	future	would	attract	a	
bigger	number	of	visitors	to	the	website	and	gain	some	new	customers.	Some	of	the	
findings	of	this	study	might	be	of	immediate	relevance	not	only	to	the	considered	
Nordic	company,	but	also	to	other	companies	designing	their	websites	for	
commercial	purposes.		
1.3 Research	questions	
There	are	altogether	4	research	questions	that	are	aimed	at	the	study	of	user	
experience:				
1. How	does	the	first	impression	of	a	website	affect	the	overall	impression?		
2. What	are	the	components	of	user	experience?			
3. What	are	the	best	practices	to	improve	user	experience?		
4. How	does	user	experience	of	a	website	affect	the	users’	decision–making?		
1.4 Structure	of	the	thesis	
There	are	overall	5	main	chapters	in	this	thesis:	introduction,	literature	review,	
methodology,	results	and	discussion.	The	first	chapter	explains	what	the	research	is	
exactly	about,	its	goals,	research	questions	and	motivation,	why	this	topic	was	
chosen.	The	second	chapter,	the	Literature	review,	shows	what	has	already	been	
researched	in	this	field	and	what	kinds	of	reports,	books	and	other	resources	were	
used	to	collect	information	about	the	topic.	The	third	chapter	explains	the	
methodology	that	was	applied	to	this	thesis,	as	well	as	the	research	philosophy	and	
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the	research	approach.	The	fourth	chapter	presents	the	results	of	this	action	
research	and,	finally,	the	last	fifth	chapter,	which	is	called	the	Discussion,	presents	
synthesis	of	the	results.	
	
2 Literature	review	
Key	words	used	for	the	literature	research	are:	“user	experience”,	“usability”,	
“decision	making”,	“first	impression”,	“UX	improvement”,	“website	design”,	
“aesthetics”.	During	the	literature	review	the	author	studied	these	concepts	in	order	
to	obtain	answers	for	the	research	questions	and	present	the	study	topic	in	a	
detailed	manner.		
2.1 User	Experience	and	its	role	in	business	
There	are	quite	many	definitions	to	the	words	“user	experience”	(UX).	They	are	
different	in	some	ways,	but	the	main	point	in	each	of	them	is	the	same.	One	of	them	
was	already	presented	by	the	author	in	the	Introduction	chapter,	but	that	definition	
might	be	too	general	for	this	study	topic.	Another	definition,	presented	by	Russ	
Unger	and	Carolyn	Chandler	in	their	book	“A	Project	Guide	to	UX	Design”,	claims	that	
User	Experience	is	“the	creation	and	synchronization	of	the	elements	that	affect	
users’	experience	with	a	particular	company,	with	the	intent	of	influencing	their	
perceptions	and	behavior”	(Unger	&	Chandler,	2009,	p.	3).	This	definition	could	be	
more	usefull	in	the	field	of	international	business,	than	the	first	one,	since	it	covers	
the	reasons	behind	focusing	on	UX	as	well.		
There	are	many	components	of	User	Experience,	but,	in	general,	all	of	them	can	be	
divided	into	two	groups:	usability	and	emotional	impact	(Hartson	&	Pyla,	2012,	p.	xii;	
Garrett,	2011,	p.	7-8).	
Usability	is	responsible	for	the	functionality	of	the	product:	what	one	can	do	with	it,	
how	easy	it	is	to	use	or	to	learn	how	to	use	it,	how	it	performs.	Emotional	impact,	on	
the	other	hand,	is	all	about	the	aesthetics,	fun	and	enjoyment	of	use.	In	order	to	
create	great	user	experience,	both	of	these	aspects	should	be	on	a	high	level	
(Hartson	&	Pyla,	2012,	p.	xi-xii,	5-6).	For	example,	if	a	product	has	a	great	easy	to	use	
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functionality	and	perfectly	does	everything	that	it	is	supposed	to	do,	but	at	the	same	
time	has	very	poor	aesthetics,	the	overall	UX	will	not	be	very	good.	The	same	works	
for	the	other	way	around	so	that,	if	a	product	has	an	attractive	design,	but	something	
in	it	does	not	work,	works	incorrectly	or	is	simply	difficult	to	learn,	many	users	will	
abandon	it	no	matter	how	many	attractive	actions	it	has	in	the	end.		
It	is	true,	however,	that	a	website	that	can	impress	users	with	its	beauty	can	also	
make	them	to	stay	on	the	page	for	longer,	even	if	they	are	not	interested	in	the	
product/services	or	information	offered	by	it.	It	seems	that	it	happens,	because	
people	are	naturally	attracted	to	an	appealing	environment,	and	they	tend	to	spend	
more	time	in	the	places	that	they	like	(Garrett,	2011).	However,	even	if	a	user	stays	
for	a	longer	time	but	cannot	find	the	required	information	or	product,	this	will	still	
not	achieve	the	goal	of	the	website.	Therefore,	to	improve	the	user	experience,	it	is	
important	to	make	sure	that	both	the	aesthetics	and	usability	of	the	website	are	on	a	
good	level.		
Another	fact	that	is	crucial	to	understand	is	that	a	good	user-centered	design	of	a	
product	or	service,	which	in	other	words	is	the	design	of	its	User	Experience,	is	not	
the	only	factor	that	is	needed	for	the	business	success	(Unger	&	Chandler,	2009,	p.	
4).	The	overall	experience	of	working	with	a	company	consists	of	everything	it	has,	
which	means	that	even	an	extremely	attractive	website	will	not	solve	the	issue	of	a	
poor	customer	service,	if	there	is	nothing	being	done	to	solve	it	as	well.		
In	general,	user	experience	is	extremely	important	when	it	comes	to	literally	any	
product.	Whether	it	is	a	physical	item,	a	digital	application,	a	service,	or	a	web	
design,	the	result	of	a	bad	user	experience	will	be	the	same:	fewer	customers	will	be	
interested	in	the	product,	which	will	cause	the	decrease	of	the	business	revenue.	On	
the	other	hand,	a	good	user	experience	will	attract	more	users	and	result	in	bigger	
trust	from	the	customers	(Garrett,	2011,	p.	12-13).	
When	it	comes	to	the	UX	of	a	website,	one	of	the	main	vital	points	for	it	is	conversion	
rate.	The	conversion	rate	shows,	for	example,	how	many	people	in	fact	go	to	a	
specific	page	and	how	many	of	them	press	the	needed	CTA	button.	The	higher	the	
conversion	rate	is,	the	higher	will	be	the	revenue	in	the	end,	and	this	is	once	again	
something	that	the	user	experience	has	a	big	effect	on	(Garrett,	2011,	p.	13).	The	UX	
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of	a	website	is	also	crucial	from	the	point	of	view	of	the	business	competition.	For	
instance,	it	does	not	matter	how	the	service	or	product	suggested	to	a	potential	
customer	is	better	that	the	competitors’	one	if	the	website	cannot	efficiently	
communicate	this	to	the	visitors	who	will	not	even	stay	on	the	webpage	sufficiently	
long	to	look	through	the	context	and	realize	what	it	is	all	about.	A	user	might	not	
even	reach	the	point	of	learning	about	how	good	the	product	being	sold	or	the	
information	given	is.	If	the	usability	or	the	emotional	impact	of	the	page	is	
unsatisfactory,	the	customer	will	most	likely	close	the	page	much	sooner.		
2.2 The	process	of	creating	proper	User	Experience	
The	process	of	creating	a	web	design	starts	much	earlier	than	at	the	point	when	the	
developer	sits	down	to	write	an	HTML/CSS	code	or	the	UX	designer	opens	an	Adobe	
Photoshop,	Sketch	or	some	other	image	editing	program.	Firstly,	the	representatives	
of	the	business	should	define	for	themselves	the	goal	of	the	website	and	what	they	
are	trying	to	achieve	with	it.	Often	everything	starts	with	the	home	page/landing	
page,	since	this	is	the	most	frequently	visited	place	on	the	website	(Unger	&	
Chandler,	2009,	p.	140).	The	home	page	receives	the	most	attention	and	the	decision	
whether	to	learn	more	information,	register	or	buy	something	depends	greatly	on	its	
functionality	and	aesthetics.	
For	example,	the	main	goal	of	the	page	might	be	to	make	a	user	buy	the	actual	
product.	Along	with	it,	one	of	the	objectives	can	be	to	present	the	company	as	
modern	and	youthful	or	serious	and	conservative.		
A	website	has	its	own	target	audience,	just	like	the	business	that	it	represents.	
Therefore,	in	order	to	create	the	best	user	experience	possible,	it	is	essential	to	
always	remember	who	will	be	visiting	this	website	and	what	are	their	needs	(Unger	&	
Chandler,	2009,	p.7;	Garrett,	2011,	p.	36).	It	could	be	a	good	practice	to	involve	
actual	users	in	the	creation	of	the	design	through	collecting	their	feedback	(Abras,	
Maloney-krichmar,	&	Preece,	2004,	p.	4-5).		
In	the	first	stage	of	planning	and	sketching	the	design,	the	target	audience	is	
summarized	into	“personas”	–	characters,	who	are	sufficiently	realistic	enough	and	
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reflect	the	people	that	are	going	to	use	the	website	(Unger	&	Chandler,	2009,	p.	113-
114).	
Another	part	of	this	planning	is	the	creation	of	scenarios.	There	might	be	only	one	
scenario,	but	most	of	the	time	there	can	be	a	few	main	“paths”	that	a	persona	would	
be	able	to	take.	For	example,	on	a	hotel	booking	website	the	first	scenario	that	
would	probably	come	to	one’s	mind	is	the	one	where	a	user	enters	a	home	page,	fills	
in	the	search	field	with	the	destination,	dates	of	visit,	number	of	guests,	chooses	the	
desired	hotel,	chooses	a	room	in	that	hotel	and	then	makes	a	booking.	There	might	
also	be	some	adjustments	to	this	scenario,	for	instance,	modifying	the	search	filters,	
choosing	between	paying	directly	or	later.	An	additional	plus	in	creating	the	scenario	
would	be	to	foresee	what	the	persona	would	do	next	and	use	that	as	an	advantage.	
In	the	case	of	a	hotel	booking	website,	this	could	be	suggesting	some	taxi	services,	
because	the	traveler	will	probably	need	one	to	reach	to	the	hotel,	or	giving	detailed	
information	about	how	find	the	place	and	which	transport	is	it	better	to	use	(Unger	&	
Chandler,	2009,	p.	113-114).	
Both	personas	and	scenarios	are	parts	of	a	process	called	storyboarding.		
According	to	Unger	and	Chandler,	deciding	on	what	should	be	on	the	website	and	
how	to	arrange	everything	is	not	something	that	only	one	person	should	do.	In	fact,	
this	stage	is	done	by	brainstorming	–	a	team	discussing	the	ideas	and	choosing	the	
best	ones	(Unger	&	Chandler,	2009,	p.	147).	Choosing,	however,	might	be	more	
difficult	in	practice	than	it	seems.	
There	are	two	different	views	that	must	be	taken	into	consideration:	the	user	view	
and	the	business	view.	In	other	words,	what	is	better	for	the	user	of	the	website	and	
what	is	better	for	the	business	itself.	Even	though	making	sure	that	the	customer	is	
satisfied	is	one	of	the	main	objectives	of	any	business,	sometimes	these	two	views	
might	conflict	(Cato,	2001,	p.	xiv).	For	instance,	from	the	users’	perspective	the	best	
would	be	to	see	a	highly	interactive	and	creative	website,	that	would	attract	their	
attention	from	the	first	glance.	However,	from	the	business	point	of	view,	this	can	be	
too	expensive	and	not	worthy	of	a	budget	solution.	The	goal	is	to	prioritize	correctly	
and	decide	on	what	will	eventually	be	added	to	the	website	from	the	list	of	ideas	
(Cato,	2001,	p.	xiv;	Unger	&	Chandler,	2009,	p.	148-152).	
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After	this	the	plan,	wireframes,	scenarios	and	the	description	of	a	persona	(or	many	
personas)	are	discussed	with	a	UX	designer,	unless	he/she	was	in	the	brainstorming	
process	as	well.	Then	the	design	itself	is	created	first	in	the	image	version	and	after	
that,	it	is	made	into	a	working	website	by	a	developer.	(Reimer,	2011)	
2.3 Other	effects	on	the	UX	
Usability	and	emotional	impact	in	the	case	of	websites	are	related	to	Human-
Computer	Interaction,	and	if	the	behavior	of	a	machine	can	be	modified	and	fixed,	
humans	themselves	are	not	so	easy	to	please.	The	User	Experience	in	many	ways	is	in	
users’	heads	(Hartson	&	Pyla,	2012,	p.	16),	therefore	there	are	many	different	
aspects	to	which	different	people	will	react	differently.	In	other	words,	what	to	one	
person	might	appear	to	be	great	UX,	to	another	one	will	seem	highly	unsatisfactory.	
This	is	best	seen	in	the	reviews	of	products,	services	and	digital	applications:	even	if	
there	is	a	great	amount	of	highly	positive	feedback,	there	most	likely	will	be	some	
very	negative	ones	as	well.		
While	it	might	be	clear	that	the	emotional	impact	is	totally	a	subjective	part,	usability	
is	something	that	makes	the	statement	that	UX	is	“in	the	head	of	a	user”	
questionable	(Hartson	&	Pyla,	2012,	p.	20).	Of	course,	when	it	comes	to	how	easy	it	is	
to	learn	to	use	a	product,	it	can	depend	individually	on	every	user,	but	some	
technical	aspects	can	be	measured	objectively.	Mostly,	however,	the	reaction	to	the	
design	depends	greatly	on	human	nature.	
From	psychology,	it	is	known	that	people	tend	to	want	to	be	part	of	something	
bigger	(Hartson	&	Pyla,	2012,	p.	26),	even	if	some	of	them	feel	it	only	subconsciously.	
This	can	be	a	feeling	of	belonging	to	a	community,	which	can	be	seen	broadly	in	
different	subcultures,	for	example.	This	is	something	that	also	affects	and	can	be	
used	in	the	creation	of	a	website.	Besides	this,	there	are	many	other	things	that	can	
affect	the	user	experience,	such	us	culture,	political	views,	social	and	marketing	
influence	(Hartson	&	Pyla,	2012,	p.	22).	These	factors	should	be	taken	into	
consideration	as	well.		
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2.4 Usability	
It	should	be	clear	that	usability	is	quite	an	important	part	of	the	UX	and	that	special	
attention	must	be	paid	to	it,	but	it	is	definitely	not	the	same	as	User	Experience	itself.	
A	common	mistake	is	to	consider	that	usability	is	also	responsible	for	the	aesthetics	
and	emotions	that	the	website	should	evoke	in	a	user,	while	it	is	a	completely	
different	matter	(Hartson	&	Pyla,	2012,	p.	10).	According	to	The	International	
Standards	Organization	(ISO	FDIS	9241-210),	usability	is	“the	extent	to	which	a	
product	can	be	used	by	specified	users	to	achieve	specified	goals	with	effectiveness,	
efficiency,	and	satisfaction	in	a	specified	context	of	use”	(Bevan,	2015,	p.	1).	
Good	usability	means	that	it	is	easy	to	understand,	learn	and	use	a	product,	which	in	
the	case	of	this	thesis	is	a	website.	As	with	the	user	experience	overall,	all	these	
aspects	must	be	on	a	high	level	in	order	to	satisfy	the	needs	of	a	user.	There	might	be	
a	website	with	great	functionality,	where	everything	is	working	as	it	should,	but	if	the	
system	itself	is	too	complicated	or	confusing	-	new	visitors	will	not	be	able	to	
understand	how	to	use	it	properly.	They	will	find	it	very	difficult	to	learn	and	will	
leave,	which	means	that	the	goal	of	the	website	will	not	be	achieved.	On	the	other	
hand,	there	might	be	a	website	which	is	easy	to	understand	and	everything	seems	to	
be	laid	out	perfectly,	but	if	the	site	itself	keeps	crashing	all	the	time	or	some	of	the	
buttons	do	not	seem	to	work,	the	effect	on	the	users	will	be	the	same	as	in	the	first	
case	(Hartson	&	Pyla,	2012,	p.	13-15).	
The	overall	significance	of	the	usability	might	be	greater,	than	the	significance	of	
emotional	impact	in	terms	of	having	any	kind	of	work	with	a	product	done.	If	a	
medical	website	is	taken	as	an	example,	where	a	user	comes	to	make	an	
appointment	with	a	doctor,	the	usability	itself	in	this	case	matters	much	more	than	
aesthetics	and	feels.	Of	course,	a	greater	user	experience	is	better,	because	pleasant	
aesthetics	would	attract	more	visitors	and	make	the	staying	on	the	website	much	
more	enjoyable.	However,	if,	for	some	reason,	someone	should	prioritize	between	
usability	and	emotional	impact,	it	would	be	much	more	important	for	a	user	to	be	
able	to	make	an	appointment	correctly	and	without	any	extra	difficulties.	
Nevertheless,	in	most	cases	the	first	goal	is	to	attract	the	visitors’	attention	and	make	
them	stay	on	a	website,	become	interested	in	the	company	and	in	its	offers.	
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Therefore,	in	this	thesis	the	author	considers	that	usability	and	emotional	impact	are	
equally	crucial.		
2.5 Emotional	Impact	
As	stated	earlier,	emotional	impact	is	part	of	User	Experience,	which	relates	to	
aesthetics,	joy	of	use	and	fun.	In	addition,	such	things	as	novelty,	wow-effect	and	
pleasure	also	relate	to	it.	One	might	think	that	pleasure	is	a	necessary	emotion	that	a	
website	should	generate	in	a	visitor	while	he	or	she	uses	it,	but	this	is	not	always	the	
case.	In	some	cases,	emotions	that	arise	in	a	user	during	their	stay	on	a	website	do	
not	even	have	to	be	positive.	Aside	from	happiness,	hope	and	fun,	a	website	might	
also	be	intended	to	cause	such	emotions	as	anger,	sadness,	envy	or	even	disgust	
(Hartson	&	Pyla,	2012,	p.	25).	Undoubtedly,	the	emotion	should	fit	the	topic	of	the	
website	and	support	its	goal.	For	example,	if	a	website	has	been	established	for	
charity,	the	needed	emotions	would	be	sadness	and	compassion.	On	a	website	that	
aims	to	draw	attention	to	a	problem,	anger	and	disgust	might	also	be	the	ones	
necessary	to	create.	However,	on	a	website	that	is	promoting	a	business	tool,	
presenting	a	design	studio	or	selling	clothes,	these	emotions	would	most	likely	cause	
the	opposite	effect.		
Many	websites	either	promote	and	sell	products	(physical	items,	digital	goods)	or	
services,	or	provide	information	(Garrett,	2011,	p.	11-14).	In	both	cases	the	company	
should	be	seen	as	a	trustworthy	one,	so	the	visitors	would	feel	safe	enough	to	make	
the	necessary	actions	on	the	website.	Credibility	is	probably	one	of	the	most	
important	aspects	of	the	emotional	impact,	since	a	user	needs	to	be	ensured	that	his	
time	and	money	will	not	be	wasted	for	nothing.	Therefore,	the	company	should	put	
efforts	to	make	their	webpage	look	as	professional	and	trustworthy	as	possible.	
According	to	the	Persuasive	Technology	Lab	Stanford	University,	many	users	(46,1%	
of	their	research	participants)	seem	to	evaluate	credibility	of	a	website	based	on	its	
visual	part	of	the	design,	rather	than	its	content	(Fogg,	et	al.,	2002,	p.	6).		
Other	important	parts	of	emotional	impact	are	fun	and	joy	of	usage,	but	their	
importance	in	user-centered	design	sometimes	is	under	a	question.	For	example,	
there	is	an	argue	whether	the	design	for	digital	platforms	related	to	work	should	be	
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fun	or	not	(Hartson	&	Pyla,	2012,	p.	32).	It	is	known	that	a	fun	aspect	makes	it	much	
easier	and	more	pleasant	for	people	to	work	or	study,	which	would	improve	the	
quality	of	their	results	in	the	end.	Higher	difficulty	and	complexity,	on	the	other	
hand,	will	make	the	process	harder	and	can	demotivate	some	of	the	users.	However,	
it	is	also	true	that	if	tasks	or	a	system	is	too	easy	and	boring,	that	would	have	rather	
an	unsatisfactory	effect	on	some	types	of	work,	while	at	other	work	types	a	design	
suited	for	a	routine	would	fit	better	(Hartson	&	Pyla,	2012,	p.	32).	This	leads	to	a	
conclusion,	that	all	digital	spaces	cannot	be	judged	in	the	same	way	and	each	of	
them	needs	a	separate	research	and	a	separate	solution.		
2.5.1 Aesthetics	
One	part	of	the	emotional	impact	that	should	be	discussed	separately	is	aesthetics.	
In	substance,	this	is	probably	the	first	thing	that	comes	to	mind	when	one	says	the	
word	“design”,	because	it	is	the	image	that	people	see	and	the	way	it	affects	them.	In	
the	UX	Book:	Process	and	guidelines	for	ensuring	the	quality	user	experience	the	
author	includes	a	definition	which	describes	aesthetics	as	“a	sense	of	pleasure	or	
beauty,	including	sensual	perceptions”	(Hartson	&	Pyla,	2012,	p.	29).	In	other	words,	
if	the	aesthetic	is	on	a	high	level,	user	will	like	what	they	see,	hear	or	sense.	The	
point	that	makes	the	whole	thing	a	bit	more	complicated	is	that,	just	like	the	whole	
emotional	impact	part	of	the	user	experience,	aesthetics	is	something	that	is	
perceived	by	different	people	differently.	What	might	seem	like	something	beautiful	
for	one	person,	might	at	the	same	time	create	negative	emotions	in	another	one,	
which	makes	the	job	of	a	designer	harder	(Hartson	&	Pyla,	2012,	p.	16).	
The	major	part	of	aesthetics	in	web	design	is	visual,	since	most	of	the	sites	do	not	use	
any	sound	effect	as	an	addition.	In	fact,	some	people	might	find	unexpected	sounds	
on	the	webpage	annoying	and	irritating,	so	this	feature	should	be	used	carefully	and	
only	in	those	cases	when	it	creates	an	additional	pleasant	user	experience	to	the	
website.	If	the	sound	is	used,	it	could	be	useful	to	add	an	ability	to	turn	it	off	(Hecht,	
2016).	
According	to	Lisbeth	Thorlacius,	the	goal	of	aesthetics	is	not	only	to	make	a	webpage	
look	appealing.	It	is	considered	that	every	visual	image	carries	some	meaning	and	
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information	to	the	user,	no	matter	if	it	is	intended	to	do	so	or	not	(Thorlacius,	2007,	
p.	63,	65).	Nowadays,	the	usage	of	photos	and	graphics	has	even	bigger	effect	on	
users’	everyday	life,	because	they	focus	less	on	letters	and	much	more	on	the	
pictures	they	see	(Vejlgaard,	2004,	p.	49).	Therefore,	the	home	page	that	presents	a	
company	probably	should	not	have	too	much	text,	but	should	have	great	graphics	
that	fit	the	overall	web	design.	It	might	be	that	a	user	has	already	been	on	the	
website,	knows	what	is	it	about	and	is	interested	in	it.	In	this	case,	he	or	she	might	be	
happy	to	read	a	lot	of	information.	However,	a	new	user	that	sees	the	website	for	
the	first	time	will	most	likely	become	confused	and	frustrated	if	the	page	he	or	she	
enters	has	plenty	of	text.	This	single	detail	could	cause	a	user	to	close	the	page	
before	learning	more	about	it.	People	tend	not	to	have	time	and	desire	to	go	through	
tons	of	information,	so	it	is	crucial	that	the	information	that	is	posted	on	the	website	
is	minimal,	straight	to	the	point	and	will	catch	the	user’s	attention	and	interest	
(Ivory,	Sinha,	&	Hearst,	2001,	p.1).	Aesthetics	support	this	information	and	helps	the	
reader	to	understand	better	what	it	is	about.		
Often	just	a	simple	color	switch	can	make	a	great	difference	in	a	design	and	
significantly	improve	it	(Thorlacius,	2007,	p.	63).	It	is	known	that	colors	have	different	
effect	on	people,	so	picking	a	specific	color	can	affect	a	user	either	in	a	right	way	or	
in	a	wrong	one.	For	instance,	red	color	is	the	color	of	power,	attention	and	warnings.	
It	is	used	to	increase	the	blood	pressure	and	it	is	also	a	color	used	by	many	websites	
to	make	a	user	to	buy	something	fast.	Green	color	relates	to	nature	and	safety,	it	is	
often	used	to	make	people	feel	calmer	and	less	nervous.	Yellow	is	the	color	of	
happiness,	while	orange	is	the	color	of	art.	(Chapman,	2010).	There	are	many	
examples,	but	all	of	them	show	that	each	color	has	its	own	meaning.		
White	space	is	another	metric	of	aesthetics	that	should	be	used	properly.	In	web	
design,	white	space	stands	for	the	empty	space	between	different	parts	of	the	
content,	but	it	does	not	necessarily	have	to	be	white	literally.	If	there	is	too	little	of	
this	space,	the	page	will	look	and	feel	cluttered,	while	if	there	is	too	much	of	it,	then	
it	will	feel	inappropriate,	which	will	not	do	any	good	either	(Muller,	2012).	
There	is	a	commonly	used	phrase	in	design	these	days,	that	says	“less	is	more”.	One	
could	say	that	it	can	be	heard	everywhere	in	marketing	and	in	design	blogs.	Just	like	
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a	lot	of	text	can	be	rather	harmful	for	the	page,	a	lot	of	graphics	and	colors	might	
also	ruin	the	user	experience.	It	can	be	said,	that	the	simpler	the	page	is	-	the	better.	
However,	on	some	pages	this	rule	could	be	difficult	to	implement,	because	they	are	
supposed	to	have	more	info	than	other	pages	originally	(Miniukovich	&	De	Angeli,	
2015,	p.	1164-1165).	It	might	be	that	what	would	work	for	a	landing	page	of	a	
product	would	not	work	for	an	interface	of	a	platform	and	vice	versa.	A	dashboard,	
for	example,	often	must	fit	a	lot	of	information	on	one	screen,	so	it	cannot	be	very	
simple,	because	of	complexity	of	its	system.	However,	the	task	of	a	designer	to	make	
it	as	clean,	easy	to	understand	and	pleasant	to	a	human	eye	as	possible	remains	even	
in	a	case	like	this.	
The	main	reason	why	aesthetics	is	considered	to	be	so	important	is	because,	as	it	is	
seen	on	examples	above,	a	human	eye	detects	graphics	and	colors	much	faster	than	
it	goes	through	the	text	(Lindgaard,	Fernandes,	Dudek,	&	Brown,	2006,	p.	115).	
Therefore,	if	a	webpage	does	not	seem	to	be	pleasant	at	the	first	glance,	most	likely	
a	user	would	not	end	up	with	a	positive	opinion	about	it,	instead	he	or	she	would	go	
to	search	for	a	better	one,	since	there	are	many	web	resources	in	the	Internet	right	
now.		
2.6 First	Impression	
It	can	be	said	that	emotional	impact	is	a	crucial	part	of	the	user	experience,	just	like	
usability	is.	Nevertheless,	there	is	yet	another	aspect	that	the	author	takes	into	
consideration	while	evaluating	UX	and	that	is	first	impression.	In	web	design	first	
impression	plays	a	significant	role,	because	it	influences	the	user’s	further	perception	
of	the	website.		
To	be	more	precise,	once	people	have	a	powerful	impression	of	something,	they	
tend	to	search	for	confirmations	of	their	own	opinion	and	often	neglect	those	facts	
that	do	not	support	it	(Lindgaard,	Fernandes,	Dudek,	&	Brown,	2006,	p.	115).	
Therefore,	if	the	first	impression	of	the	website	is	positive,	a	user	will	most	likely	stay	
on	it	and	perceive	it	as	a	great	one,	even	if	he	or	she	will	meet	usability	issues	at	the	
same	time.	By	the	same	logic,	if	the	first	impression	was	awful,	no	matter	how	many	
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useful	features	does	the	website	have,	the	visitor	might	only	see	proofs	that	the	
webpage	is	unsatisfactory	(Lindgaard,	Fernandes,	Dudek,	&	Brown,	2006,	p.	115).	
Moreover,	it	was	found	out	that	the	first	impression	is	being	made	extremely	fast,	
once	any	sort	of	a	feeling	about	a	website	appears.	In	fact,	according	to	Gitte	
Lindgaard,	Gary	Fernandes,	Cathy	Dudek	and	J.	Brown,	it	is	formed	in	the	first	50	
milliseconds	after	a	person	sees	something	(Lindgaard,	Fernandes,	Dudek,	&	Brown,	
2006,	p.	115).	
This	leads	back	to	aesthetics,	since	text	information	by	itself	and	most	of	the	usability	
features	cannot	be	perceived	by	a	human	so	fast,	while	the	visual	appeal	can.	
Graphic	design	is	what	creates	a	great	or	an	unsatisfactory	first	impression,	which	
can	either	make	the	visitor	to	stay	on	a	webpage	and	enjoy	it	or	make	a	negative	
conclusion	about	it	and	leave.			
	
3 Methodology	
This	is	an	exploratory	action	research	with	a	pragmatism	as	a	philosophical	stance,	
longitudinal	time	horizon,	inductive	approach	and	a	mixed	methodological	choice.	
The	data	collected	during	this	research	is	both	qualitative	and	quantitative,	but	its	
majority	is	qualitative.	
3.1 Research	approach	
The	research	approach	in	this	thesis	is	inductive.	According	to	the	book	“Research	
Methods	for	Business	Students”	written	by	Mark	Saunders,	Philip	Lewis	and	Adrian	
Thornhill,	the	study	has	an	inductive	approach	if	the	theory	is	being	developed	after	
the	data	is	collected	(Saunders,	et	al.,	2007,	p.	38).	During	this	research,	the	author	
first	collects	the	opinions	of	the	website	users	through	a	questionnaire	and	the	
theory	is	created	after	analysis	of	the	data	collected.		
3.2 Research	philosophical	stance	
The	philosophical	stance	used	in	this	research	is	pragmatism.	Pragmatism	was	
formed	by	William	James	in	United	States	of	America	and	it	relates	to	figuring	out	
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practical	solutions	to	problems	rather	than	debating	about	what	is	true	and	realistic	
(Tröhler	&	Oelkers	,	2005,	p.1;	Saunders,	et	al.,	2007,	p.	110).	This	research	is	focused	
on	User	Experience,	its	importance	and	practical	solutions	that	would	increase	its	
quality,	that	is	why	pragmatism	is	the	choice	of	this	work.		
3.3 Research	Method	(Strategy)	
A	significant	part	of	this	study	was	an	actual	project,	during	which	the	author	created	
a	redesign	for	the	website	and	tried	to	enhance	its	user	experience.	The	idea	was	to	
try	out	and	evaluate	the	change	of	the	UX	of	a	real	business	website,	instead	of	
simply	analyzing	others’	works.	This	is	the	reason,	why	the	research	method	chosen	
for	this	thesis	is	an	action	research.	Peter	Reason	and	Hilary	Bradbury	state	that	
action	research	“seeks	to	bring	together	action	and	reflection,	theory	and	practice,	in	
participation	with	others,	in	the	pursuit	of	practical	solutions	to	issues	of	pressing	
concern	to	people,	and	more	generally	the	flourishing	of	individual	persons	and	their	
communities”	(Reason	&	Bradbury,	2001,	p.	3).	It	relates	to	taking	action	in	the	
research	apart	from	focusing	on	theory.	However,	it	would	be	wrong	to	say,	that	
theory	has	no	effect	on	this	method,	because	it	remains	important.	In	fact,	it	is	
through	theory	that	strategies	and	solutions	for	the	practical	part	are	created	
(Brydon-Miller,	Greenwood,	&	Maguire,	2003,	p.	15-16).	
3.4 Methodological	choice	
This	is	a	mixed	method	study,	which	combines	usage	of	both	qualitative	and	
quantitative	data.	According	to	John	W.	Creswell,	this	method	allows	to	understand	
the	researched	topic	qualitatively	as	well	as	through	charts	and	numbers	(Creswell,	
1999).	In	this	thesis,	the	author	incorporates	action	research	with	a	questionnaire,	
which	has	both	types	of	data.	Even	though	it	should	be	said,	that	the	quantitative	
part	of	the	questions	was	neglected	by	some	of	the	participants,	therefore	the	
significance	of	qualitative	data	is	much	stronger	in	this	study,	while	quantitative	data	
is	rather	supportive.			
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3.5 Time	Horizon	
The	time	horizon	of	this	thesis	is	longitudinal.	That	means,	that	the	results	or	
treatments	of	the	research	are	collected	more	than	once	in	the	investigation	in	order	
to	measure	changes	over	time	(Laird,	2004).	This	study	had	two	rounds:	the	first	one	
was	based	on	the	existing	web	design	of	a	website	which	was	evaluated	in	multiple	
ways	by	users	through	the	questionnaire,	and	the	second	one	was	based	on	a	
redesigned	page	in	the	same	way	as	the	first	round.	
3.6 Research	context	
The	whole	research	was	planned	to	find	out	what	makes	the	user	experience	great	
for	the	visitors	of	a	website,	so	it	was	divided	into	five	main	steps,	which	were:	first	
data	capture,	investigation	and	planning,	creation	of	a	web	design,	web	design	
development	and	second	data	capture.		
In	the	very	beginning	the	website	already	had	a	design,	however	it	was	agreed	that	it	
was	not	efficient	enough.	Firstly,	a	specially	developed	for	this	research	
questionnaire	has	been	sent	to	different	people	with	an	attached	link	that	would	
lead	to	a	website.	There	was	not	any	intention	to	send	it	only	to	a	specific	group	of	
people	or	divide	the	audience	by	groups,	because	the	author	aimed	to	figure	out	
how	people	in	general	would	react	to	the	website	and	what	user	experience	would	
they	have.	However,	it	could	be	mentioned,	that	the	majority	of	the	participants	in	
the	end	were	students	and	young	adults.	In	addition,	in	order	to	get	more	
participants	involved,	the	questionnaire	and	the	website	have	been	translated	to	
Russian	language	for	those	who	could	not	speak	English	but	agreed	to	take	a	survey.	
There	was	a	total	of	17	questions,	16	of	which	were	mandatory	to	answer,	and	the	
last	one	was	created	for	additional	comments	in	case	some	of	the	users	would	want	
to	add	something	in	the	end.	Four	of	the	questions	were	quantitative	with	an	ability	
to	add	a	comment	and	other	twelve	were	qualitative	open	questions.	All	of	them	
were	also	divided	by	categories	to	measure	usability	and	emotional	impact.	There	
were	four	questions	about	usability	in	general,	three	questions	about	information	
quality	(part	of	usability),	five	questions	about	aesthetics	and	feel	(emotional	
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impact),	one	question	about	first	impression	and	four	questions	about	overall	
impression	to	evaluate	the	user	experience	in	total.		
After	the	first	data	capture	the	actual	practical	part	began.	First	of	all,	there	was	a	
small	research	about	the	website	that	included	collecting	the	information	about	the	
product	itself,	the	target	audience	and	what	did	the	company	want	to	see	on	its	
page.	There	was	also	an	investigation	of	other	business	websites	with	similar	
purposes	to	obtain	the	idea	of	how	others	solve	similar	user	experience	problems.	
This	research,	as	well	as	storyboarding,	took	a	couple	of	months,	which	included	
formulating	what	the	product	is,	what	it	does	and	who	is	the	target	audience.	
However,	the	goal	of	the	main	page	of	the	website	which	was	in	the	process	of	
redesigning	was	clear	from	the	very	beginning:	to	make	a	visitor	to	try	the	
Administrative	Interface	for	free	or	to	purchase	it.	This	defined	the	future	titles	of	
the	main	CTAs.			
Third	step	was	to	create	an	actual	web	design	with	an	image	editor	(which	in	this	
case	was	Photoshop	CC),	while	considering	all	the	knowledge	and	information	that	
have	been	collected	before.	This	process	took	around	half	a	year,	because	the	
author’s	and	the	company’s	opinions	were	differing	from	each	other	in	many	
aspects.	Therefore,	there	were	a	few	different	versions	of	the	design	created	to	find	
a	solution	that	would	fit	both	sides.	The	author	also	had	to	spend	time	to	learn	the	
actual	web	design	process.	
The	next	step	was	a	website	developing,	which	had	a	few	versions	of	the	website	just	
like	the	previous	step.	There	were	two	main	issues	that	have	appeared	on	this	stage.	
First,	the	web	developers	did	not	seem	to	follow	the	created	design	properly,	as	they	
were	coding	some	sections	in	another	way,	while	changing	spacing	and	buttons	
design.	The	second	issue	was	that	the	developers	had	lack	of	time,	so	this	step	had	to	
be	overextended.		
In	the	end,	the	company	and	the	author	agreed	on	a	compromise:	the	author	would	
make	a	separate	version	of	the	website	on	a	free	hosting	platform	(the	wix.com	
platform	appeared	to	be	the	most	convenient	one),	because	the	time	for	the	second-
round	questionnaire	have	been	already	coming	closer.		
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Finally,	the	last	step	was	to	send	the	same	questionnaire	as	in	the	first	round	to	
different	people	and	to	collect	the	results.	In	this	case,	the	attached	link	was	leading	
to	the	copy	of	the	website	with	a	new	web	design	on	it.	The	questionnaire	and	the	
website	also	had	separate	versions	in	English	and	in	Russian	language,	just	like	in	the	
first	step.	
3.7 Data	Collection	
The	data	for	this	research	was	collected	through	a	questionnaire.	As	it	was	
mentioned	above,	it	consisted	of	sixteen	questions:	
1. What	is	your	first	impression	of	the	website?	
2. What	do	you	think	is	the	purpose	of	the	website?	What	does	it	encourage	you	
to	do?	
3. What	product	does	the	website	sell?	
4. Without	clicking	anything	yet,	what	do	you	think	you	would	click	on	first?	
5. Find	where	to	download	the	app.	On	a	scale	from	1	to	5	how	easy	was	the	
task?	Explain	why	was	it	easy/difficult.	
6. Find	the	contact	information	of	the	company.	On	a	scale	from	1	to	5	how	easy	
was	the	task?	Explain	why	was	it	easy/difficult.	
7. On	a	scale	from	1	to	5	how	easy	is	it	to	read	the	information	given	on	the	
website?	
8. If	you	wanted	to	buy	the	product	that	the	website	sells,	what	would	you	do?	
9. How	do	you	like	the	Company’s	logo?	
10. How	do	you	feel	about	colors,	fonts	and	images	of	the	website?	
11. What	do	you	like	the	most	in	the	web	design	of	the	website?	
12. What	do	you	like	the	least	in	the	web	design	of	the	website?	
13. If	you	could	make	one	change	to	the	website,	what	would	it	be?	
14. What	is	your	overall	impression	of	the	website?	
15. On	a	scale	from	1	to	5	what	grade	would	you	give	to	the	website	and	why?	
16. Would	you	return	to	the	website	in	the	future?	Why/why	not?	
17. Is	there	anything	else	that	you	would	like	to	comment	about	the	website?	If	
so,	please	write	it	down.	
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This	list	of	questions	and	its	Russian	version	have	been	sent	to	different	people	by	
personal	messages	(to	those	who	the	author	knows	personally)	and	though	mailing	
of	letters.		
3.8 Data	Analysis		
The	data	that	has	been	captured	through	the	questionnaires	was	collected	to	
understand	the	users’	experience	on	the	website,	therefore	its	analysis	was	also	
made	from	the	sociological	tradition	point	of	view,	which	understands	text	as	a	
method	to	capture	the	experience	of	the	human	beings	(W.	Ryan	&	Bernard,	2000).	
The	collected	information	consists	of	mostly	free-flowing	texts,	some	separate	words	
and	some	estimates	in	numbers	that	were	answers	for	the	quantitative	questions.	
The	method	through	which	the	author	analyzes	the	captured	data	is	a	Key	Words	in	
Context	method	(W.	Ryan	&	Bernard,	2000).	This	refers	to	a	list	of	taken	out	of	the	
context	words	in	order	to	create	patterns	to	evaluate	what	has	been	designed	
correctly	and	what	was	considered	by	visitors	as	an	unsatisfactory	experience.	The	
author	also	pays	some	extra	attention	to	unique	ideas	and	comments	that	were	
received	during	the	questionnaire.	
3.9 Verification	of	the	results	
Because	of	the	small	sample,	it	cannot	be	said	that	the	data	can	be	generalized	to	a	
wider	population,	and	any	statistical	tests	related	to	validity	and	reliability	of	the	
results	are	beyond	the	scope	of	this	early	stage	exploratory	study.	Instead,	this	
common	criteria	is	applied	for	evaluation	of	qualitative	study.		
	
4 Results	
The	user	experience	field	is	considered	to	be	subjective,	rather	than	objective,	
because	it	is	important	to	understand	how	does	it	make	a	user	feel.	Therefore,	even	
though	the	author	used	some	quantitative	questions	in	the	questionnaire,	the	most	
accent	and	value	of	this	analysis	comes	from	the	qualitative	data	(Bevan,	2015,	p.	3).	
In	the	first	round,	there	were	overall	fourteen	answered	questionnaires	collected,	
from	which	9	were	captured	from	Russian-speakers	and	other	5	from	English-
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speakers.	In	the	second	round	the	number	of	participants	increased	to	24,	from	
which	9	were	Russian-speakers	again	and	15	were	English-speakers.	The	language	in	
which	the	answers	were	given	was	not	considered	in	the	general	analysis	of	the	
results.	All	answers	in	Russian	language	were	translated	to	English	for	the	
convenience	of	analysis.	
Some	answers	in	the	questionnaire	were	unpredictable	and	difficult	to	create	a	
pattern	from,	for	example	in	the	questions	where	it	was	asked	to	give	a	grade	from	1	
to	5,	some	people	skipped	the	grading	part	and	only	wrote	a	comment.		
It	would	be	also	important	to	mention,	that	the	website	itself	is	promoting	two	
products	at	the	same	time:	a	free	cloud-based	mobile	application	and	an	
administrative	interface	for	that	application	which	is	a	separate	online	program.		
4.1 First	impression	
To	answer	the	question	of	how	does	the	first	impression	affect	the	overall	
impression	of	the	website	the	author	needed	to	analyze	the	answers	in	connection	
with	this	topic	and	compare	them	to	the	overall	impression	answers.		
In	the	first	round,	there	were	fourteen	users	who	answered	this	first	question,	
among	which	there	were	7	generally	positive	impressions,	6	negative	(or	mentioned	
only	what	should	be	fixed)	and	one	neutral	which	stated	what	he/she	saw	on	the	
website,	not	how	did	it	make	him/her	feel.	This	means	that	50%	answers	were	
positive	and	around	43%	–	negative	(Figure	1).		
	
	
Figure	1.	First	impression	of	the	first	round	
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It	could	be	important	to	mention,	that	even	in	the	positive	feedbacks	there	were	
some	additional	comments	stating	what	the	user	did	not	like	on	the	webpage.	So,	
even	though	the	first	impression	was	good,	there	was	still	something	negative	that	
was	immediately	noticed	by	the	users.	Among	the	positive	answers	there	were	such	
words	used	as	“modern”,	“convenient”,	“beautiful”,	“literate”,	“interesting”,	“nice”	
and	“good”.	The	most	used	ones	of	these	words	were	“nice”	and	“convenient”.	
Negative	answers	had	such	expression	as	“could	be	shorter,	more	precise”,	“boring”,	
“I	was	clueless”,	“low	quality”,	“unprofessional”,	“raw”	and	“weird”.	The	critical	
comments	in	the	answers	of	those	who	got	a	good	first	impression	also	mentioned	
that	it	was	“too	complicated”,	“little	detail”,	“translation	is	not	full”	(the	last	phrase	
was	from	a	Russian	user).	This	draws	to	a	thought	that	the	biggest	problem	that	
affected	the	first	impression	was	more	relevant	to	the	information	quality	(usability),	
than	to	the	emotional	impact	category.	
In	the	same	first	round,	after	users	have	completed	all	tasks	and	shared	the	overall	
impression	of	the	website,	there	were	only	two	negative	answers,	while	the	majority	
of	others	were	rather	neutral.	To	be	more	precise,	around	50%	of	all	answers	were	
neutral,	36%	positive	and	14%	negative	(Figure	2).	Those	answers	that	the	author	
considered	neutral	had	either	literally	written	“neutral”,	“not	good,	but	not	bad”	in	
them	or	had	some	sort	of	expression	that	could	be	both	good	or	bad.		
	
	
Figure	2.	First	round	overall	impression	
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The	positive	comments	(including	those	in	the	neutral	answers	as	well)	had	such	
words	as	“clean”,	“good”,	“positive”,	“great”	and	“convenient”.	The	negative	
comments	(including	those	in	the	neutral	answers)	had	such	words	and	phrases	as	
“too	much	color”,	“dingy”,	“lacking	details”,	“too	general”,	“not	very	appealing”,	“too	
complicated”,	“useless”,	“does	not	tell	anything”,	“needs	further	development”.		
In	addition,	there	was	a	question	that	asked	a	user	to	give	a	grade	to	the	website,	
which	was	also	part	of	the	overall	impression	measurement.	Overall,	the	average	
grade	given	to	the	website	in	the	first	round	was	3,5.	Most	of	the	users	graded	the	
website	with	a	4	or	a	3,	while	only	a	couple	found	it	satisfactory	enough	for	a	grade	5	
or	unsatisfactory	enough	for	grades	2	and	1	(Figure	3).	It	could	be	also	important	to	
mention	that	out	of	16	participants	only	14	gave	grades,	while	other	two	decided	to	
share	their	opinion	only	in	commentary.		
	
Figure	3.	First	round	overall	website	grades	
	
Luckily,	participants	of	the	questionnaire	also	gave	some	comments	while	grading	
the	website.	There	were	such	comments	as	“can	be	improved”,	“could	have	been	
better”,	“lacks	content	and	details”,	“ugly	and	old”,	“underdevelopment”,	“little	
information”,	“not	clear”,	“hurts	my	eyes”	and	“does	not	stand	out”.	Many	explained	
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their	number	by	suggesting	improving	it	and	making	it	better,	while	some	of	the	
others	referred	to	low	information	quality.		
However,	this	is	a	general	look	at	the	comments	emotional	context	and	numbers.	
While	comparing	the	first	impression	and	the	overall	impression	with	website	
grading	of	every	participant	separately,	the	author	figured	out,	that	those	that	had	a	
good	first	impression	either	had	the	same	good	overall	impression	in	the	end	or	
changed	their	opinion	to	a	more	neutral	one	and	gave	a	bit	more	critics.	Those	that	
had	a	negative	(or	one	with	only	critics	in	it)	opinion	also	either	stayed	same	or	
became	more	positive.	That	might	mean	that	during	investigation	of	the	website,	the	
power	of	emotions	of	these	two	groups	decreased,	so	they	either	found	something	
good	if	they	had	not	found	it	before	or	made	a	bigger	accent	on	the	issues.		
In	the	second	round,	there	were	overall	24	participants,	one	of	which	however	
answered	only	the	first	question	with	a	comment	that	the	webpage	for	him/her	did	
not	load	at	all,	so	in	the	process	of	comparing	answers	only	23	out	of	24	participants	
are	taken	into	consideration.		
There	was	one	more	user	who	also	could	not	fill	in	the	survey	for	this	reason	at	first,	
which	made	the	author	to	recheck	the	website.	It	appeared,	that	for	some	reason	
the	English	version	of	it	did	not	load	immediately,	but	first	a	white	screen	would	
appear	and	only	in	a	few	seconds	the	website	would	emerge.	This	was	written	down	
to	the	questionnaire	intro,	so	other	participants	would	be	aware	that	they	had	to	
wait	for	some	time	after	opening	the	webpage.	However,	it	is	obvious	that	this	was	
still	a	serious	UX	issue,	because	some	of	the	visitors	could	have	just	left	straight	away	
without	waiting	for	the	page	to	appear	if	they	did	not	know	it	beforehand.		
Out	of	the	23	users	there	were	16	positive	first	impressions,	5	neutral	(“it	is	ok”,	
“usual	website”	comments)	and	2	negative	ones.	In	percentage	that	is	65%	positive	
feedback,	9%	negative	and	26%	neutral	(Figure	4).	Comparing	to	the	first	round,	the	
first	impression	in	the	second	round	had	4,6	times	less	negative	answers,	which	
means	that	the	change	of	the	design	did	have	a	positive	effect	on	the	user’s	
perception	of	the	website.		
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Figure	4.	Second	round	first	impression	
	
The	positive	feedback	had	formulations	like	“modern”,	“nice”,	“interesting”,	“eye-
catchy”,	“professional”,	“convenient”,	“easy	to	navigate”,	“nice	colors”,	“intriguing”.	
Among	these,	the	most	often	used	words	were	“modern”,	“nice”,	“interesting”	and	
“convenient”.	The	negative	comments	(in	all	answers)	included	these	phrases:	“not	
loading”,	“needs	some	improvement”,	“does	not	inspire”,	“logo”,	“advertisement	of	
WIX”,	“red	part	is	too	bright”,	“was	not	completed”.	There	were	many	complains	
about	the	red	color	in	the	business	area	and	the	advertisements	of	WIX,	which	was	a	
platform	on	which	the	website	was	created.		
In	the	overall	impression,	there	were	15	positive	answers,	4	neutral	ones	and	3	
rather	negative	feedbacks	(or	with	only	critical	comments	and	suggestions	in	them).	
The	answers	in	percentages	were	62,5%	positive	feedback,	12,5%	negative	and	25%	
neutral	(Figure	5).	Those	who	had	a	good	overall	expression	also	commented	that	it	
was	“more	alive”,	“easy	to	navigate”,	“interesting”,	“calm”,	“reliable”	and	“pleasant	
for	eyes”.		
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Figure	5.	Second	round	overall	impression	
	
The	critical	comments	had	such	expressions	as	“not	my	style”,	“needs	improvement”,	
“bad	content	wise”	and	“tries	to	impose	me	something”.	Since	there	were	not	much	
of	the	negative	comments,	there	are	no	words	repeated	more	often	than	the	others.	
When	it	came	to	evaluating	the	website	with	a	grade	from	1	to	5,	the	average	one	
was	3,8,	which	is	a	bit	higher	than	the	one	received	in	the	first	round	(3,5),	however	
if	the	amount	of	positive	and	negative	feedback	is	compared	in	both	rounds,	this	
difference	seems	a	bit	too	small.	Overall,	there	were	6	“fives”,	11	“fours”,	5	“threes”	
and	one	“3,5-3,7”	which	the	author	considered	as	a	3,5	during	the	average	grade	
calculation.	Of	course,	it	could	have	been	also	included	as	a	4,	but	since	the	user	
decided	to	go	with	a	grade	between	3	and	4,	this	rounding	off	might	not	be	too	
honest	(Figure	6).		
	
Figure	6.	Second	round	overall	website	grades	
	
Many	participants	explained	why	they	have	lowered	the	grade.	The	main	issues	were	
the	red	color	in	the	“Why	this	product”	section	that	many	users	found	not	matching	
with	the	rest	part	of	the	design,	the	readability	(in	the	same	part	with	the	red	color),	
the	information	quality	and	the	loading	time	of	the	website	itself.	There	were	also	
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comments	about	some	small	aesthetic	issues,	logo	and	personal	feelings	(“it	does	not	
motivate	me	to	buy	the	product”).		
While	comparing	the	answers	of	each	participant	separately,	it	turned	out	that	in	the	
second	round	those	who	had	a	good	first	impression	mostly	stayed	with	their	
positive	opinion	about	the	site,	however	many	of	them	showed	either	a	rather	
neutral	feedback	in	the	overall	expression,	or	gave	a	neutral	grade	(3).	Those,	who	
had	a	neutral	first	impression	either	stayed	with	the	same	opinion	when	they	were	
asked	about	the	overall	impression,	gave	an	even	more	positive	feedback	or	gave	a	
surprisingly	high	grade	in	the	end.	There	was	only	one	participant	who	had	a	
“negative”	overall	impression	while	giving	a	neutral	first	feedback	and	a	neutral	
grade.		
There	were	only	two	users	with	negative	first	impression,	one	of	which	gave	a	
neutral	feedback	and	grading	later	and	the	other	one	surprisingly	gave	a	positive	
overall	impression	and	a	grade.	
This	final	first	and	overall	impressions	analysis	turned	out	to	be	more	unpredictable	
than	it	was	expected.	However,	if	one	does	not	consider	these	two	users,	who	
became	exceptions,	then	it	can	be	said	that	during	this	analysis	there	was	a	pattern	
discovered.	It	indicates,	that	the	first	good	impression	either	stays	the	same	
throughout	the	whole	stay	on	the	website	or	becomes	a	neutral	one,	just	like	a	
negative	first	impression.		
	
4.2 User	Experience	effect	on	decision-making	
There	were	five	questions	related	to	decision-making	in	the	questionnaire.	“What	
would	a	user	click	on	first?”,	“where	to	download	the	app?”,	“find	contact	
information	of	the	company”,	“how	would	you	buy	the	product	if	you	wanted	to?”	
and	“would	a	user	return	to	the	website	in	the	future	or	not?”.	Out	of	all	five	
questions	two	were	aimed	to	figure	out	how	easy	is	it	for	a	visitor	to	perform	a	
certain	task.	Other	three	were	aimed	to	finding	out	what	would	they	do	on	the	
website	in	different	cases.	In	this	section,	the	author	analyzed	the	answers	for	all	five	
questions.	
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4.2.1 First	question	
The	very	first	question	was	this:	“Without	clicking	anything	yet,	what	do	you	think	
you	would	click	on	first?”.	This	question	was	created	to	measure	the	information	
quality,	how	easy	it	is	for	the	user	to	realize	what	the	webpage	induces	him/her	to	
press	on	the	website.	In	general,	the	aim	of	the	website	was	to	convince	a	visitor	to	
try	a	free	trial	of	the	administrative	interface	or	to	buy	an	access	to	it,	but	in	the	first	
round	the	design	of	the	website	did	not	include	the	necessary	buttons	for	these	
goals.	Instead,	there	was	an	ability	to	download	an	attached	application,	which	was	
rather	a	secondary	goal	of	the	website,	but	it	can	be	said	that	it	was	still	extremely	
important.	Therefore,	the	possible	correct	answers	(that	would	go	along	with	the	
purpose	of	the	webpage)	were	to	download	an	application,	to	check	out	“How	it	
works”	section	to	figure	out	more	information,	to	click	on	“Benefits”	to	see	what	is	
the	application	good	for	or	to	check	out	contacts	of	the	company	to	connect	to	it	and	
discuss	the	product.		
Eight	out	of	fourteen	participants	gave	the	expected	answers.	Five	of	them	would	
click	on	“How	it	works”,	two	would	download	the	application	and	one	answered	that	
he/she	would	check	out	benefits	at	first.	From	the	Russian	audience	there	were	also	
two	people	who	answered	that	they	would	just	switch	the	language	first.	This	is	also	
a	good	point,	however	during	the	research	it	was	expected	that	by	that	question	the	
users	have	already	switched	the	language	if	they	needed	it.	Other	four	participants	
either	would	not	click	on	the	right	CTA	(there	was	one	user	who	would	click	on	“take	
a	photo”),	or	they	did	not	give	a	clear	feedback	(Figure	7).	
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Figure	7.	First	round	answers	for	”Without	clicking	anything	yet,	what	do	you	think	you	would	
click	on	first?”	question	
	
Out	of	those	who	gave	unclear	answers	there	were	such	words	and	phrases	used	as	
“nothing	special”,	“clicked	around”	and	“nothing	to	press	on”.	
In	the	second	round,	there	were	many	links	and	sections	changed,	and	the	links	and	
CTAs	that	did	not	exist	in	the	first	version	of	the	website	appeared	in	the	second	one.	
Therefore,	the	expected	answers	that	go	along	with	the	goals	of	the	website	in	this	
version	were	to	download	the	application,	to	try	a	free	trial,	to	click	on	“learn	more”,	
to	click	on	anything	in	the	navigation,	to	click	on	“order	now”	in	the	price	list	or	to	
send	a	message	in	the	contact	section.	This	time,	as	there	was	a	total	of	23	
participants	in	this	question,	16	users	gave	answers	that	were	expected.	Four	of	
them	would	click	on	“try	now	for	free”	button,	other	four	would	go	for	“Why	this	
product”	link	in	the	navigation	to	find	out	the	reasons	of	why	they	should	purchase	
the	product.	Two	people	would	click	on	“Learn	more”	CTA	in	the	hero	section	right	
next	to	the	“try	now	for	free”	button,	three	users	would	click	on	the	“products”	link	
and	one	would	read	about	the	use	cases	first.	There	were	also	two	people	who	
mentioned	that	they	would	just	click	on	menu,	which	probably	means	that	they	
would	go	through	the	links	in	the	menu	one	by	one	or	click	on	some	of	them	without	
prioritizing	any.		
Other	seven	participants	either	gave	a	wrong	answer	or	gave	an	unclear	feedback.	
Among	them	there	were	such	phrases	as	“cannot	see	anything”	(the	user	could	not	
press	on	anything	from	the	phone	version),	“the	main	page”,	“three	lines	on	the	
top”,	“on	the	title”.	One	participant	also	mentioned	that	he/she	would	press	on	the	
cross	on	the	tab,	which	is	most	likely	an	unsatisfactory	sign,	since	it	means	that	if	it	
was	not	for	the	questionnaire	purpose,	then	the	visitor	would	exit	the	webpage	
straight	away	after	entering	it.	Overall,	around	70%	of	the	participants	in	the	second	
round	would	click	on	the	right	CTA,	compared	to	57%	in	the	first	round	(Figure	8).		
32	
	
	
	
	
	
	
Figure	8.	Second	round	answers	for	”Without	clicking	anything	yet,	what	do	you	think	you	
would	click	on	first?”	question	
	
After	comparing	this	data,	it	can	be	said	that	the	change	of	the	design	helped	the	
website	to	give	a	clearer	idea	to	the	user	of	what	he	or	she	should	press	on	the	
website.	If	a	visitor	wishes	to	click	on	the	CTA	that	is	of	high	importance	for	the	
website,	such	as	“buy	a	product”,	“try	for	free”	or	“register”,	that	will	lead	to	a	higher	
ROI.	A	higher	ROI,	in	its	turn,	will	attract	more	customers	and	higher	profit	to	the	
company	itself.	
4.2.2 Second	question	
The	second	question	related	to	decision-making	was	formulated	this	way:	“Find	
where	to	download	the	app.	On	a	scale	from	1	to	5	how	easy	was	the	task?	Explain	
why	was	it	easy/difficult”.	In	other	words,	the	participants	were	supposed	to	decide	
what	they	should	press	to	download	the	app.	Downloading	the	application	is	one	of	
the	most	vital	goals	of	the	webpage.	In	fact,	on	the	first	version	of	the	website	it	was	
its	only	main	purpose.	Therefore,	it	is	extremely	important	that	a	user	could	find	
where	to	download	the	application	very	fast	and	without	difficulty.		
In	the	first	round,	out	of	14	people	12	gave	feedback	with	estimating	the	task	by	how	
easy	or	difficult	it	was.	The	average	grade	at	this	stage	was	3,6.	There	were	quite	
many	high	grades	(five	people	rated	that	it	was	very	easy	–	5,	two	people	rated	it	
with	4),	however	there	were	more	than	a	few	lower	grades	as	well.	One	participant	
rated	the	easiness	of	the	task	with	a	grade	1,	but	the	comment	supporting	it	was	
rather	positive.	Therefore,	it	could	be	that	the	system	was	not	understood	correctly	
by	that	user	(a	possibility	of	deciding	that	1	means	“easy”	and	5	means	“difficult”).	
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Accordingly,	if	the	grade	there	was	supposed	to	be	a	5	instead,	the	average	number	
would	increase	to	3,9.	Nevertheless,	since	this	was	an	anonymous	survey	and	there	is	
no	way	to	check	what	exactly	did	this	participant	mean	by	his	or	her	grade,	it	can	
only	be	assumed	that	the	evaluation	in	the	first	round	was	overall	graded	between	
3,6	and	3,9	(Figure	9).		
	
Figure	9.	First	round	grades	for	”Find	where	to	download	the	app”	task	
	
There	were	also	two	people	who	did	not	give	any	grading	at	all.	The	phrases	taken	
from	these	answers	were	“was	there	a	task?”,	“more	standing	out”,	“not	just	a	text	
link”	and	“does	not	make	much	sense”.	Those	that	gave	a	high	grade	supported	their	
evaluation	by	phrases	“good	position”,	“could	be	at	the	beginning”,	“scrolling	down”,	
“will	not	figure	out”,	“accidentally	clicked”,	“fast	search”,	“out	of	curiosity”,	
“accessible	way”,	“should	be	more	noticeable”.	Those	who	gave	lower	grades	
mentioned	that	it	was	“not	very	user-friendly”,	“was	not	expecting	to	find	the	app	
there”,	“there	were	no	hints”,	“will	not	figure	out”,	“weird	navigation”.	
Out	of	all	these	comments	the	most	frequent	one	was	a	note	that	many	users	most	
likely	would	not	figure	out	where	the	button	for	download	was	easily.	This	related	to	
a	clickable	image	of	a	phone	in	the	hero	area	of	the	old	version	of	the	website.		
By	the	second	round,	the	design	had	been	changed	in	a	way	that	there	was	no	more	
clickable	image	at	the	top,	instead	there	were	buttons	with	either	clear	titles	(“try	
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now	for	free”,	“learn	more”),	or	symbols	of	the	mobile	systems	where	it	is	possible	to	
receive	the	application	itself	for	free.		
In	the	second	round,	out	of	23	participants	only	15	gave	certain	grades	in	numbers.	
The	difference	in	evaluation	of	how	easy	it	was	between	the	first	and	the	second	
round	is	quite	significant.	The	second	time	there	were	11	“fives”	and	other	four	
grades	were	for	all	other	numbers	all	together	(Figure	10).	The	average	grade	given	
to	this	task	in	this	case	was	4,4.		
	
		
Figure	10.	Second	round	grades	for	”Find	where	to	download	the	app”	task	
	
There	were	also	answers	that	did	not	give	a	certain	number,	however	described	the	
task	as	“easy”	or	“very	easy”,	which	would	also	relate	to	4	or	5	grading.	There	were	
also	two	negative	answers,	one	of	which	is	stated	as	a	grade	“one”	in	the	chart	
above,	and	the	other	one	included	a	phrase	“could	not	find	it”,	which	most	likely	
would	also	be	estimated	as	a	“one”.	In	general,	most	comments	included	either	a	
statement	that	it	was	easy,	explanations	of	where	exactly	did	they	find	the	button(s)	
or	such	expressions	as	“noticeable”,	“took	less	than	20	seconds”,	“repeated	several	
times”,	“appears	immediately”	and	“convenient	symbols”.	On	the	other	hand,	the	
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user	who	gave	the	task	a	low	grade	mentioned	that	he	or	she	“Could	not	find	it	in	10	
seconds”.		
If	one	compares	the	first	and	the	second	rounds	of	this	question,	it	would	seem	that	
finding	the	necessary	CTA	in	the	second	version	of	the	website	was	much	easier	than	
in	the	first	one.	It	might	not	look	as	a	big	difference,	since	in	both	rounds	the	
majority	gave	the	task	a	higher	grade,	however	the	increase	of	the	higher	grade	and	
the	decrease	of	the	lower	grade	still	indicate	a	significant	improvement.		
4.2.3 Third	question	
The	next	question	was	also	aimed	to	check	how	easy	or	difficult	was	it	to	perform	a	
task.	It	was	formulated	the	same	way	as	the	previous	one,	except	that	this	time	the	
participants	were	supposed	to	find	contact	information	of	the	company.	The	contact	
section	is	extremely	important	on	many	websites,	and	in	this	case	in	the	very	first	
round	this	section	was	the	only	way	through	which	a	user	could	buy	the	access	to	the	
administrative	interface	(apart	from	the	mobile	application	that	could	have	been	
downloaded	for	free).	Therefore,	in	the	first	round	the	contacts	were	supposed	to	
have	a	special	attention	of	the	audience	to	them.	It	is	true,	however,	that	in	the	
second	version	of	the	design	this	part	kept	its	relevance	and	importance,	even	
though	it	stopped	being	the	only	way	to	obtain	the	payed	product	through	the	
website.		
In	the	first	round,	12	people	gave	certain	numbers	as	grades.	There	was	not	a	single	
purely	negative	feedback,	only	“fours”	and	“fives”	which	is	a	very	good	sign	for	the	
user	experience	of	the	website.	However,	there	was	still	one	user	who	could	not	find	
any	information	at	all,	which	could	be	also	considered	as	a	grade	“one”.	Even	though	
overall	numbers	were	very	favorable,	the	comments	supporting	received	feedbacks	
were	not	only	positive	(“commonly	used	place”,	“logical”,	“on	a	visible	spot”),	but	
also	quite	critical:	“no	explicit	contact	info	link”,	“very	hard	to	read”,	“too	much	
space”,	“search	for	it	for	a	long	time”,	“if	I	entered	for	the	first	time,	I	would	not	find	
it”,	“should	be	at	the	top”.	The	average	grade	for	this	task	was	4,6.		
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Figure	11.	First	round	grades	for	”Find	the	contact	information	of	the	company”	task	
	
Overall,	even	though	there	were	a	few	critical	comments,	the	participants	did	not	
find	the	task	to	be	complicated,	so	on	the	first	version	of	the	web	design	the	
company	could	have	been	sure	that	the	visitors	will	be	able	to	find	their	contact	
information	without	any	difficulties.		
In	the	second	round,	the	author	decided	to	add	also	a	message	field	to	the	same	
section	and	change	it	visually.	The	message	field	would	make	it	easier	for	the	users	to	
connect	to	the	company,	since	it	allows	to	send	a	message	straight	away	from	the	
website	without	necessarily	going	to	one’s	own	email	box.		
This	time,	16	out	of	23	participants	gave	actual	grade	which	gave	a	bigger	variety	of	
opinions	than	in	the	first	case.	There	were	still	many	high	grades	(10	“fives”,	two	
“fours”),	however	lower	ones	(with	explanations	of	why	was	it	difficult)	also	took	
place	(Figure	12).	The	average	estimation	of	how	easy	was	the	task	in	this	round	was	
4,3,	which	is	0,3	points	lower	than	in	the	first	questionnaire	results.		
Among	the	users	who	did	not	give	a	number	grade	there	were	six	people	who	found	
it	easy	and	one	user	who	could	not	find	it	at	all.	The	positive	comments	consisted	of	
phrases	such	as	“took	less	than	5	minutes”,	“standard	places”,	“visible	place”,	“hard	
to	skip”	and	“separate	link”.	The	critical	comments	pointed	out	to	the	map,	which	
was	right	under	the	main	contact	section	(“It	is	too	bright	and	only	the	names	are	
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seen	on	it”),	and	to	the	information	itself	(“no	actual	info”,	“not	many	sources	of	
information”).		
	
Figure	12.	Second	round	grades	for	”Find	the	contact	information	of	the	company”	task	
	
To	conclude	the	analysis	of	this	question,	it	can	be	said	that	even	though	in	the	
second	round	the	section	had	more	links	to	it,	the	information	posted	in	this	area	
itself	made	the	users	to	give	lower	grades.	Therefore,	the	solution	to	it	could	be	to	
leave	the	same	information	from	the	first	version	of	the	website	and	the	links	from	
the	second	one	to	receive	better	results	in	a	questionnaire	next	time,	if	another	one	
will	ever	be	hold	outside	of	this	thesis	research	process.		
4.2.4 Fourth	question	
The	fourth	question	was	formulated	like	this:	“If	you	wanted	to	buy	the	product	that	
the	website	sells,	what	would	you	do?”.	The	reason	why	it	was	asked	in	the	
questionnaire	was	to	find	out	if	the	website	presents	the	ways	of	buying	the	product	
clear	enough.	If	a	user	knows	what	to	do	to	buy	a	product,	there	is	a	higher	chance	
that	someone	will	in	fact	do	it.	If	the	actions	are	unclear	to	most	of	the	visitors,	even	
those	that	might	be	interested	in	what	the	company	produces	will	not	be	able	to	
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purchase	it	easily.	Consequently,	some	people	might	change	their	mind	about	
purchasing	the	product	if	they	cannot	figure	out	how	to	do	it.		
Just	like	in	the	very	first	question	related	to	decision-making,	this	one	had	correct	
answers	as	well.	Even	though	there	are	two	main	aims	of	the	website:	to	sell	the	
access	to	administrative	interface	(or	to	make	a	user	try	a	free	trial	first)	and	to	
convince	visitors	to	download	a	free	application,	in	this	question	only	the	first	goal	
was	relevant,	since	there	is	no	need	in	buying	the	free	application.		
In	the	first	round	the	solution	would	be	to	connect	to	the	company	to	buy	the	
product,	while	in	the	second	one	there	was	a	special	price	list	with	buttons	“order	
now”.		
The	author	separated	the	answer	categories	into	three,	similar	to	how	it	was	done	in	
the	very	first	question,	except	instead	of	“correct”,	“unexpected”	and	
“wrong/unclear”	feedbacks,	there	were	“correct”,	“wrong/unclear”	and	“need	more	
info”	categories.	The	reason	why	the	author	put	both	wrong	and	unclear	answers	
into	one	section	again	is	because	unclear	answers	contained	such	comments	as	“I	
would	buy	the	product”,	“I	would	not	invest	my	money”,	“through	the	internet”,	
“through	the	website”.	This	feedback	does	not	answer	the	given	question	and	rather	
shows	that	the	users	could	not	figure	out	how	to	do	it	exactly.	In	addition,	since	in	
the	first	version	buying	the	product	was	able	only	through	contacting	the	company,	
the	answers	like	“through	the	website”	might	also	be	considered	as	wrong.	
Overall,	there	were	11	wrong/unclear	answers	and	only	two	correct	answers.	One	
user	wrote	that	he	or	she	would	like	to	see	some	options,	that	most	likely	means	a	
need	in	more	information	about	the	product	(Figure	13).		
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Figure	13.	First	round	answers	for	”If	you	wanted	to	buy	the	product	that	the	website	sells,	
what	would	you	do?”	question	
	
Those	two	people	that	gave	the	right	answers	said	that	they	would	“send	an	email”	
and	“ask	for	the	details	through	the	phone	call”.	The	rest	of	the	users	(except	for	the	
one	that	needed	more	info)	either	wrote	that	they	would	download	the	application	
or	honestly	said	that	they	do	not	know	how	to	do	it.	One	participant	also	wrote	that	
he	or	she	would	not	“invest	money”	into	it	at	all.		
These	results	are	terrifying,	since	they	show	that	79%	of	users	not	only	would	not	be	
able	to	buy	the	product	even	if	they	wanted	to,	but	most	of	them	did	not	even	
understand	that	what	the	company	sells	is	not	the	mobile	application	itself,	but	an	
access	to	administrative	interface	which	is	in	connection	with	this	application.		
In	the	second	version	of	the	website	the	information	was	changed	and	given	in	a	way	
that	would	make	it	easier	for	the	visitors	to	understand	that	there	are	in	fact	two	
products,	not	only	the	free	application.	The	ability	to	buy	the	product	was	also	added	
to	the	main	page	in	buttons,	just	as	a	pricelist	and	an	ability	to	try	a	free	trial.		
This	time	there	were	more	correct	answers	–	13	out	of	23	(Figure	14).	There	were	
also	two	users	who	stated	that	they	simply	need	“more	info”	or	"rates	from	other	
people”.	Among	those	in	the	“wrong/unclear”	category	seven	out	of	eight	were	
rather	unclear	answers,	including	comments	like	“buy	it	online”,	“did	not	really	get	
this	question”,	“sure”,	“yes”	and	“fast”.	One	user	answered	that	he	or	she	would	“do	
a	contribution”	which	the	author	considered	as	a	wrong	answer,	even	though	it	is	
still	unclear	what	exactly	did	the	user	mean	by	this	phrase.	The	word	“contribution”	
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was	indeed	placed	on	the	website	itself	in	the	pricing,	however	it	was	a	part	of	what	
the	bundle	includes	and	had	nothing	to	do	with	purchasing	it	or	trying	it	for	free.	
	
Figure	14.	Second	round	answers	for	”If	you	wanted	to	buy	the	product	that	the	website	sells,	
what	would	you	do?”	question	
	
The	correct	answers	had	such	comments	as	“tab	with	the	trial	link”,	“try	the	product	
for	free”,	“contact	the	company”,	“check	the	price	and	order	it”	and	“button	to	buy”.	
Most	people	said	that	they	would	first	try	a	free	trial,	while	some	shared	that	they	
would	contact	the	company	before	making	a	decision.		
In	the	second	round	the	way	to	buy	the	product	was	more	obvious	than	in	the	first	
one	and	it	can	be	said	that	the	change	in	the	information	as	well	as	adding	the	
buttons	helped	the	visitors	to	understand	what	exactly	is	the	company	selling.	So,	
instead	of	deciding	to	download	the	free	application,	they	chose	to	try	a	free	trial	of	
the	administrative	interface	or	to	order	it	through	the	price	list.	The	percentage	of	
the	unclear	answers	in	the	second	round	is	still	far	from	small,	but	the	reason	for	that	
might	be	that	the	participants	found	the	question	itself	confusing	and	could	not	
answer	it	properly.		
4.2.5 Fifth	question	
Finally,	the	last	question	was	“Would	you	return	to	the	website	in	the	future?	
Why/why	not?”.	This	one	was	made	to	figure	out	if	the	webpage	is	useful	or	
memorable	enough	to	come	back	to	it	in	the	future.		
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In	the	first	round	64%	of	participants	answered	negatively,	supporting	their	opinion	
with	comments,	such	as	“it	does	not	catch	my	eye”,	“no	dynamic	information”,	
“nothing	new	to	see”,	“one	time	is	enough”,	“I	do	not	need	this	product”,	“leaving	no	
questions”,	“in	this	state	–	no”	and	“it	will	not	give	me	more	than	this	information”.	
Four	users,	which	is	around	29%	of	all	participants,	answered	“yes”,	two	of	which	
included	comments	that	it	would	depend	on	whether	they	need	these	services	or	
they	are	told	to	go	to	the	website	or	not	(Figure	15).	There	was	also	one	user	who	
answered	that	he	or	she	is	“clueless	about	this	one”.	
	
	
Figure	15.	First	round	answers	for	”Would	you	return	to	the	website	in	the	future?”	question	
	
In	the	second	round	the	amount	of	those	who	answered	that	they	would	come	back	
to	the	website	and	those	that	said	the	opposite	was	equal.	Only	one	user	answered:	
“who	knows”,	other	22	participants	got	divided	into	two	equal	groups	(Figure	16).	
Those	users	that	gave	a	positive	feedback	commented	that	they	would	come	back	if	
they	needed	anything	from	the	website.	There	were	also	a	couple	of	those	that	
answered	that	they	would	come	back	because	“there	is	a	lot	of	useful	information”	
and	that	it	would	depend	on	whether	he	or	she	would	like	the	free	version	of	the	
program.	
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Figure	16.	Second	round	answers	for	”Would	you	return	to	the	website	in	the	future?”	
question	
	
Most	of	those	who	answered	negatively	wrote	that	it	is	because	they	do	not	need	
the	product.	Others	also	mentioned	such	reasons	as	“no	contact	form	–	no	need	for	
future	return”,	“the	app	is	quite	bad”	and	“once	you	get	the	application,	there	is	no	
point	of	coming	back	to	it”.		
One	could	say,	that	this	type	of	a	website	is	needed	only	for	getting	known	with	a	
product	and	deciding	whether	to	purchase	it,	try	it	for	free	or	leave.	Most	of	those	
who	said	that	they	would	not	come	back	to	the	website	came	up	with	this	decision	
not	because	of	the	website	user	experience,	but	because	they	merely	did	not	need	
the	presented	product.	In	fact,	many	of	the	participants	who	wrote	that	they	would	
come	back	added	an	“if”	to	it,	which	means	that	if	they	do	not	need	the	product	in	
the	future,	they	will	not	come	back	to	it	as	well.	However,	it	might	still	be	important	
to	notice	that	as	the	user	experience	improved	by	the	second	round,	the	amount	of	
positive	answers	have	also	increased.	It	is	true	that	the	meaning	is	approximately	
same	in	the	both	“yes”	and	“no”	categories:	I	would	only	come	if	I	needed	what	the	
company	sells.	However,	those	users	that	answered	positively	at	least	assumed	that	
they	could	have	needed	it	in	the	future,	unlike	the	“no”	category,	where	the	
participants	did	not	give	the	product	a	chance	even	in	their	thoughts.		
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4.3 Overall	results		
Since	all	questions	were	separated	into	sections	(first	impression,	information	
quality,	usability,	aesthetics	and	feel),	in	this	section	of	the	results	the	author	will	
present	a	short	analysis	of	how	these	parts	of	the	user	experience	have	been	
improved	through	the	change	of	the	website	design.	The	exceptional	part	is	the	“first	
impression”,	because	it	has	been	already	analyzed	earlier	in	the	results	chapter.	
There	were	also	special	questions	about	what	did	users	like	most	or	least	on	the	
website	and	whether	they	had	any	additional	comments	to	the	web	design.		
4.3.1 Information	quality	and	usability	
There	were	three	questions	made	to	evaluate	the	quality	of	the	information	of	the	
website	(which	can	be	referred	to	as	a	part	of	the	usability).	These	questions	were	
about	the	purpose	of	the	website	and	what	it	encourages	to	do,	what	the	company	
sells	and	what	the	user	would	click	on	first.	The	last	question	was	already	analyzed	in	
the	previous	section	in	relation	to	decision-making.		
The	correct	answer	to	the	first	question	in	the	category,	which	is	“What	do	you	think	
is	the	purpose	of	the	website?	What	does	it	encourage	you	to	do?”,	was	“to	buy	the	
product”	in	both	first	and	second	round.	In	the	first	round,	there	were	only	two	
clearly	right	answers,	but	some	participants	wrote	that	the	purpose	of	the	website	
was	to	inform	about	the	product	or	to	showcase/encourage	to	download	a	mobile	
application,	which	was	not	wrong	either.	Some	of	them	also	gave	a	bit	more	specific	
comments,	explaining	what	the	purpose	of	the	interface	and	application	that	are	
being	promoted	by	the	website	is.	All	those	comments	were	also	considered	to	be	
correct	in	the	analysis,	therefore	overall	there	were	seven	correct	answers	and	seven	
wrong	or	unclear,	including	comments	like	“I	do	not	understand”	(Figure	17).			
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Figure	17.	First	round	answers	for	”What	do	you	think	is	the	purpose	of	the	website?	What	
does	it	encourage	you	to	do?”	question	
	
In	the	second	round,	there	were	18	correct	answers,	among	which	however	there	
were	quite	many	opinions	that	the	website	encourages	to	download	an	application,	
not	to	purchase	the	administrative	interface.	Four	people	understood	the	purpose	of	
the	page	wrong.	There	was	also	one	comment	that	could	not	fit	into	any	other	
category,	because	it	did	not	include	an	answer	to	the	question	itself.	Nevertheless,	it	
shared	an	opinion	that	“the	website	has	too	much	text	for	a	landing	page	to	make	
someone	read	it	till	the	end”	(Figure	18).		
	
Figure	18.	Second	round	answers	for	”What	do	you	think	is	the	purpose	of	the	website?	What	
does	it	encourage	you	to	do?”	question	
	
The	question	about	what	product	does	the	company	sell	in	the	first	round	had	only	3	
correct	answers.	All	of	the	others	were	either	wrong	or	had	a	comment	stating	that	
the	visitor	simply	did	not	understand	it	(Figure	19).		
45	
	
	
	
	
	
	
Figure	19.	First	round	answers	for	”What	product	does	the	website	sell?”	question	
	
In	the	second	round,	there	were	six	participants	who	gave	the	correct	answers,	one	
of	which	admitted	that	he	or	she	was	already	known	with	this	product.	All	other	
answers	were	incorrect.	Many	people	considered	that	what	the	website	sells	is	the	
mobile	application,	even	though	the	information	on	the	page	had	two	special	mini-
sections	to	introduce	the	administrative	interface	and	the	mobile	application	
separately	(Figure	20).		
	
Figure	20.	Second	round	answers	for	”What	product	does	the	website	sell?”	question	
	
Even	though	this	time	there	were	more	correct	answers,	the	overall	number	of	
participants	was	also	much	bigger,	so	in	the	end	the	percentage	of	those	who	
understood	what	the	company	sells	got	even	smaller:	from	43%	to	26%.	This	was	
unexpected	from	the	author’s	point	of	view.	It	shows,	that	the	information	quality	of	
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the	website	remained	poor	or	even	became	worse	after	redesigning	and	recreating	
the	information	of	the	page.		
The	last	question	in	the	quality	of	information	category	was	“What	would	you	click	
on	first?”,	and	it	was	already	analyzed	in	the	“User	experience	effect	on	decision-
making”	section.	In	the	first	round	had	57%	of	correct	answers	and	29%	of	wrong	or	
unclear	comments.	Other	14%	of	answers	said	that	the	user	would	click	on	the	
language	switch	button,	which	was	partly	correct,	but	was	not	anyhow	connected	to	
the	purpose	of	the	website	itself	(Figure	21).		
	
	
Figure	21.	First	round	answers	for	”Without	clicking	anything	yet,	what	do	you	think	you	
would	click	on	first?”	question	
	
In	the	second	round,	there	were	70%	of	the	correct	answers	and	30%	of	
wrong/unclear,	which	shows	that	in	the	CTA	meaning	the	information	quality	
became	better	after	bringing	major	changes	to	the	design	(Figure	22).			
	
	
Figure	22.	Second	round	answers	for	”Without	clicking	anything	yet,	what	do	you	think	you	
would	click	on	first?”	question	
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The	author	noticed	that	in	the	questions	of	this	category	the	most	frequent	common	
answer	was	“I	do	not	understand”/	“I	cannot	understand”	and	most	of	these	
comments	were	found	in	the	first	round,	not	in	the	second	one.	This	might	mean	
that	the	information	of	the	website	was	not	presented	in	the	best	way	in	the	first	
version.	Many	people	complained	that	there	was	too	much	text,	poor	quality	images	
and	the	text	itself	was	difficult	to	understand.	In	the	second	round,	even	though	
there	were	much	more	of	the	positive	feedback,	this	type	of	comment	still	had	place	
to	be.	A	few	people	mentioned	that	the	information	was	not	clear,	it	was	too	much	
to	an	extend	when	they	did	not	want	to	read	it	at	all,	they	did	not	understand	what	is	
it	all	about.	One	user	shared	his	or	her	own	unique	idea,	saying	that	“the	website	has	
too	much	text	for	a	landing	page	to	make	someone	read	it	till	the	end.	Nowadays,	
most	of	the	best	websites	do	not	use	that	much	text	to	catch	ones	attention”.	The	
conclusion	of	all	these	answers	could	be	that	the	information	quality	of	the	website	
is	still	not	on	a	high	level	even	after	changing	the	design,	so	there	must	be	some	
special	work	to	be	done	to	improve	it.		
The	next	category	was	usability,	which	included	all	other	questions	in	connection	
with	it,	except	for	those	about	information	itself,	since	these	questions	were	taken	
out	to	a	separate	category.	There	were	four	other	questions	about	usability,	that	
included	two	tasks	to	find	where	to	download	the	application	and	where	the	contact	
section	is.	These	tasks	were	already	discussed	in	the	“UX	effect	on	decision-making”	
chapter.	There	was	also	a	question	about	readability	of	the	information	of	the	
website	(contrasts,	fonts)	and	the	question	about	what	would	a	user	do	if	he	or	she	
wanted	to	buy	a	product,	which	was	also	related	to	the	decision-making	process.	In	
this	category	in	the	first	round	such	phrases	as	“too	much	text”	and	asking	for	the	
description	to	be	“more	precise”	appeared.	Similar	complains	about	the	amount	of	
information	were	repeated	also	in	the	second	round.	In	addition,	many	people	in	the	
second	round	did	not	like	one	section	called	“business”	which	was	explaining	how	
could	the	product	help	in	this	field.	Participants	did	not	like	the	fonts	and	the	color	of	
the	background	(white	letters	on	a	red	background),	moreover	there	were	quite	
many	remarks	about	too	small	fonts	and	lack	of	font	size	variations.	In	the	end,	
specifically	readability	of	the	text	seemed	to	become	worse	in	the	second	version	of	
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the	design,	comparing	to	the	first	one.	As	for	unique	ideas,	in	the	first	round	one	
participant	mentioned	that	three	buttons	for	downloading	a	free	application	(for	iOS,	
Android	and	Windows	accordingly)	did	not	make	any	sense	in	the	“about	us”	section	
and	it	would	be	better	to	move	them	to	some	separate	part	describing	the	mobile	
application	itself.	This	was	used	in	the	practice	of	creating	the	second	design	for	the	
webpage	and	seemed	to	have	a	good	effect	on	the	participants,	since	there	was	not	
a	single	user	who	complained	about	it	in	the	second	round.		
4.3.2 Emotional	impact	
The	emotional	impact	category	had	five	questions	about	aesthetics	and	feel.	The	
participants	were	asked	about	how	did	they	like	the	logo,	colors,	images,	fonts,	what	
did	they	like	most	and	least	and	what	would	be	one	change	they	would	do	on	the	
website.	In	the	first	round,	most	people	did	not	like	the	logo	at	all.	Some	of	them	
either	could	not	find	it	at	first	at	all,	some	of	them	noted	that	it	was	“unclear”	and	
“unnoticeable”.	Users	were	trying	to	compare	the	logo	to	something	and	claimed	
that	it	had	nothing	to	do	with	the	company’s	name	or	with	what	it	was	doing.		
The	logo	should	have	been	changed	by	the	second	version	of	the	design	according	to	
these	feedbacks,	but	unfortunately	the	author	did	not	have	any	experience	in	logo	
design	at	all.	Therefore,	it	was	decided	to	make	a	simple	text	logo	that	would	state	
the	name	of	the	company	without	anything	in	addition.		
In	the	second	round,	there	were	a	bit	more	people	who	liked	it,	since	there	were	
more	people	participating	in	the	survey	in	general.	Nevertheless,	most	users	were	
not	satisfied	with	this	kind	of	logo	either.	Some	of	them	could	not	find	it	just	like	in	
the	first	round,	but	this	time	the	reason	explained	was	that	many	people	did	not	
consider	simple	name	of	the	company	as	a	logo.	Others	also	considered	that	it	was	
unnoticeable,	just	like	in	the	first	version.	Out	of	those	participants	who	liked	it,	the	
most	common	comments	were	“simple”	and	“memorable”.	This	could	lead	to	a	
conclusion	that	even	though	the	logo	in	this	version	of	the	web	design	was	still	very	
far	from	a	perfect	one,	it	was	still	more	satisfactory	than	a	symbol	used	before	that.		
Colors,	fonts	and	images	in	the	first	round	were	found	to	be	pleasant,	serious	and	
understandable	by	many	people.	Nevertheless,	some	other	visitors	also	considered	
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them	boring	and	it	was	mentioned	that	pictures	did	not	match	the	text	in	some	
cases.	In	the	second	round	most	users	liked	all	of	them,	except	for	the	red	square	in	
the	business	section.	That	part	attracted	a	lot	of	attention	and	was	considered	to	be	
poor-looking	by	everyone	who	have	mentioned	it.		
The	next	two	questions	were	“what	do	you	like	the	most	on	the	website?”	and	“what	
do	you	like	the	least	on	the	website?”.	In	the	first	version	of	the	web	design	most	
users	liked	the	color	palette	and	did	not	like	the	information	part	itself	rather	than	
something	in	the	aesthetics	or	feel.	There	were	a	couple	of	people	who	also	did	not	
like	photos	and	colors	on	the	website	as	well.	After	the	page	has	been	redesigned,	
most	participants	answered	that	they	liked	colors	and	pictures	the	most,	a	few	of	
them	also	mentioned	the	pricelist	and	minimalism.	As	for	the	question	about	what	
did	the	users	like	the	least,	the	most	mentioned	phrase	was	“the	red	color”.		
Finally,	in	the	same	category	the	participants	were	asked	what	one	thing	would	they	
change	on	the	website	if	they	had	an	ability	to.	In	the	first	round	the	visitors	pointed	
at	logo,	navigation	and	the	amount	of	text	(“shorter	sentences”,	“it	is	too	much	
text”).	There	was	also	an	idea	brought	up	that	suggested	to	put	an	explanatory	video	
on	the	webpage,	which	unfortunately	was	not	used	in	the	second	version	of	the	
design.	In	the	second	round	the	most	frequent	suggestions	for	this	question	were	to	
reduce	the	amount	of	text	on	the	webpage,	to	remove	the	red	color	(business	
section)	and	to	add	a	proper	logo.		
4.3.3 Unique	Ideas	
Some	of	the	ideas	and	suggestions	given	by	the	participants	of	the	first	and	second	
rounds	of	the	questionnaire	were	already	given	in	the	previous	sections	of	this	thesis.	
However,	the	final	question	that	was	made	specially	for	these	comments	have	not	
been	covered	yet	by	the	author.	
This	question	was	not	obligatory	to	answer	and	it	was	formulated	this	way:	“Is	there	
anything	else	that	you	would	like	to	comment	about	the	website?	If	so,	please	write	
it	down”.	In	the	first	round,	participants	used	this	section	to	ask	for	clarifications	on	
the	website,	specifically	of	the	price	bundles	and	of	the	term	“challenges”.	There	was	
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also	a	more	detail	comment	that	suggested	to	add	“a	small	description	of	the	
company	itself”	and	“make	the	names	in	the	navigation	normal”.			
In	the	second	round,	there	were	only	two	ideas	and,	surprisingly,	both	were	asking	
for	the	same.	These	two	users	suggested	to	add	a	video	to	the	home	page	that	would	
explain	features	of	the	product	and	show	it	in	use,	because	“this	would	attract	more	
customers”.	
	
5 Discussion	
5.1 Answers	to	the	research	questions	
Overall	there	were	four	research	questions,	answers	to	two	of	which	the	author	got	
through	analyzing	the	results	of	the	questionnaire.	Other	two	questions	were	
answered	through	studying	literature	of	this	topic.	
First	question	was	“How	does	the	first	impression	of	the	website	affect	the	overall	
impression?”.	In	the	results	analysis,	the	author	compared	not	the	first	round	to	the	
second	round,	but	first	impression	to	overall	impression	and	overall	grade.	During	
the	literature	review	it	was	found	out	that	a	first	impression	has	a	very	strong	power	
and	effects	the	user’s	perception	of	the	product	or	service	he	or	she	uses.	Therefore,	
whether	a	user	had	a	good	or	a	bad	first	impression,	he	or	she	will	be	searching	for	
proofs	of	what	was	found	positive	or	negative	and	will	neglect	those	facts	that	proof	
the	opposite	(Lindgaard,	Fernandes,	Dudek,	&	Brown,	2006,	p.	115).	
During	the	analysis	of	the	answers	it	turned	out	that	the	percentage	of	people	who	
had	a	positive	impression	at	the	first	glance	decreased	in	both	rounds	in	the	overall	
impression	evaluation.	The	number	of	those,	who	had	a	negative	first	impression	
also	decreased	in	the	overall	one	in	the	first	round,	but	in	the	second	round	the	
percentage	grew	up	by	4%.	At	the	same	time	in	both	rounds	the	amount	of	neutral	
opinions	increased,	dramatically	in	the	first	case	and	slightly	in	the	second.	The	
conclusion	drawn	out	of	this	could	be	that	even	though	the	first	impression	has	a	
powerful	effect	on	a	user,	while	he	or	she	is	browsing	a	website	the	emotions	
subside.	Consequently,	in	the	end	the	opinion	about	the	design	in	both	cases	
becomes	more	neutral.	In	addition,	a	strongly	positive	first	impression	is	not	likely	to	
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turn	into	a	fully	negative	one	during	the	browsing	process	just	as	a	negative	
impression	does	not	become	great.	
The	second	question	“What	are	the	components	of	user	experience	(UX)?”	was	
studied	by	the	author	through	the	literature.	The	conclusion	was	that	a	user	
experience	is	divided	into	different	parts	by	different	people,	however	overall	all	
these	components	can	be	combined	into	two	main	parts:	usability	and	emotional	
impact.	It	can	be	said,	that	usability	is	in	charge	of	functionality,	learnability	and	
information	quality,	while	emotional	impact	is	in	charge	of	aesthetics	and	joy	of	use.		
The	third	question	“What	are	the	best	practices	to	improve	UX?”	was	also	answered	
through	the	literature	review.	According	to	Russ	Unger	and	Carolyn	Chandler	in	their	
book	“A	project	guide	to	UX	design”,	creation	of	a	good	UX	starts	with	identifying	the	
goals	of	what	is	the	company	and	product	about	and,	consequently,	what	is	the	goal	
of	the	website.	Then	the	process	is	continued	by	storyboarding	–	creation	of	
personas	(perfect	users)	and	scenarios	that	a	potential	user	would	go	through	on	a	
website.	After	that	goes	a	team	brainstorming	process	with	prioritization	between	a	
user	view	and	a	business	view	(Unger	&	Chandler,	2009,	p.	148).	These	steps	are	
crucial	for	improving	the	user	experience	of	the	website,	since	they	create	a	
foundation	for	everything	else.		
Finally,	the	last	question	was	“How	does	user	experience	of	a	website	affect	the	
users’	decision–making?”.	After	analyzing	answers	to	all	five	questions	related	to	this	
topic	in	both	first	and	second	round,	the	author	concluded	that	as	the	user	
experience	of	the	website	improved	by	the	second	round,	the	decisions	and	grades	
made	by	the	participants	also	became	much	more	positive	than	in	the	first	one.	The	
only	questionable	part	is	the	question	about	the	contact	section.	Even	though	most	
users	answered	that	finding	it	was	easy,	some	were	not	so	satisfied	with	the	
information	given	in	the	section	itself,	which	was	more	of	a	problem	in	the	second	
round,	rather	than	in	the	first	one.	This	could	mean	that	the	user	experience	of	the	
contact	section	specifically	was	not	that	much	better	after	the	change	of	the	design.		
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5.2 Practical	implications	
This	research	includes	many	practical	ideas	that	can	be	carried	out	in	the	future	
when	the	company	decides	to	make	another	redesign	for	the	website	of	this	case.	
Many	of	the	findings	of	the	questionnaire	and	the	literature	review	in	this	research	
can	be	applied	not	only	to	this	website,	but	to	others	as	well.	
As	seen	in	the	results,	one	of	the	most	problematic	areas	in	user	experience	
appeared	to	be	information	quality.	Many	participants	mentioned	that	there	is	too	
much	text,	it	is	too	complicated	and	unclear,	and	a	couple	of	users	even	suggested	to	
add	a	video	to	a	website,	so	it	is	easier	to	understand	what	is	the	product	about.	
Therefore,	the	first	area	of	focus	for	the	company	should	be	the	content	of	the	page.	
Even	if	aesthetics	and	most	of	usability	are	on	a	high	level,	it	will	not	bring	any	actual	
customers	to	this	business,	because	the	visitors	of	the	website	simply	do	not	
understand	what	is	it	about	or	do	not	want	to	spend	too	much	time	to	read	
information	about	it.	The	possible	way	of	solving	this	issue	would	be	to	start	over	
with	defining	the	core	of	the	product	and	the	goal	of	the	website	once	again,	
creating	a	storyboarding	with	personas	and	scenarios	and	figuring	out	the	way	to	
shorten	the	amount	of	information	on	the	page	to	certain	straight	to	the	point	
sentences	that	would	not	be	difficult	to	understand	and	at	the	same	time	would	
explain	the	product	and	the	benefits	of	using	it.	The	use	of	images	should	be	also	
reconsidered	and	it	should	be	made	sure	that	they	are	used	in	match	with	the	text.	
Many	participants	did	not	understand	that	what	the	company	is	selling	is	not	the	
mobile	application,	but	the	administrative	interface.	This	means	that	these	two	
products	were	not	presented	properly	neither	in	the	first,	nor	in	the	second	rounds.	
Therefore,	if	the	next	version	of	the	design	this	should	be	taken	into	consideration	
and	a	new	approach	of	explanation	has	to	be	created,	for	example	during	
brainstorming.		
As	for	the	emotional	impact	part,	the	fonts	should	be	made	bigger	and	more	work	on	
contrasts	throughout	the	whole	design	must	be	done,	which	is	mostly	the	task	of	a	
web	designer	himself.		
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5.3 Results	in	the	light	of	literature	
The	study	of	literature	of	this	topic	answered	or	helped	to	answer	some	of	the	
research	questions.	Apart	from	that,	the	author	found	out	that	there	are	quite	many	
different	opinions	about	user	experience,	what	are	its	components	and	how	to	make	
it	better,	however	overall	the	full	idea	is	very	similar.		
It	is	important	that	the	company	understands	that	its	website	has	a	great	effect	on	
the	way	its	business	and	products	will	be	perceived	by	visitors,	therefore	it	is	
essential	to	try	to	make	the	user	experience	of	a	webpage	as	good	as	possible.	A	
good	user	experience	consists	of	high	quality	usability	and	emotional	impact	which	
consists	of	aesthetics	and	fun.	A	very	crucial	part	of	usability	is	learnability	which	
oversees	how	easy	is	it	to	navigate,	find	information	and	understand	it	on	a	website.	
If	the	quality	of	information	will	be	of	a	bad	quality,	then	the	learnability	will	not	be	
great	either,	which	of	course	will	affect	the	whole	“category”	of	usability.	Emotional	
impact,	in	its	turn,	is	being	created	mostly	by	graphical	(web)	designers	themselves,	
at	least	when	it	comes	to	bringing	aesthetics	on	a	higher	level.		
One	could	say	that	a	great	website	design	should	not	have	too	much	information	or	
complicated	features	on	it,	since	this	will	confuse	visitors.	Consequently,	they	will	not	
feel	motivated	to	read	through	all	of	the	text	on	the	page.	In	addition,	if	the	way	
everything	works	on	a	website	is	difficult	to	understand	as	well,	they	will	feel	silly	
and	they	will	leave.	Therefore,	simplicity	and	whitespace	are	one	of	the	most	
important	keys	to	creating	a	great	user	experience.	
Also,	in	any	case	a	company	should	make	sure	to	define	its	business,	products	and	
the	goal	of	a	website	clearly	first	for	itself	and	then	for	the	users	of	its	website	as	
well.	This	is	because	if	there	is	no	specific	goal	and	understanding	of	these	things,	
then	the	whole	website	will	not	be	able	to	carry	out	its	aim	to	the	visitors.	Last	thing	
to	consider	-	the	first	impression	matters	to	an	extent	that	it	if	its	good	enough,	then	
visitors	will	forgive	much	more	mistakes	to	the	company,	compared	to	a	situation	
when	the	first	impression	is	highly	unsatisfactory.		
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5.4 Limitations	of	the	research	
This	research	has	been	based	on	the	literature	review	and	an	actual	business	case,	
but	there	were	still	some	limitations,	due	to	which	the	results	might	not	be	as	
accurate	as	they	could	be.		
First,	the	second-round	web	design	version	did	not	have	all	features	that	the	
company	wanted	to	have,	but	due	to	the	time	limitations	it	was	decided	to	send	it	
with	a	questionnaire	anyway.	The	design	was	also	made	by	the	author	who	has	less	
than	two	years’	experience	in	the	field,	which	was	reflected	on	the	quality	of	the	
design	and	on	the	working	process	as	well.	Therefore,	if	everything	worked	out	as	it	
was	planned	in	the	very	beginning,	the	results	of	the	second	round	could	have	been	
different,	but	one	could	say	that	this	should	not	affect	credibility,	transferability	and	
dependability	of	this	research.	
Another	limitation	is	in	connection	with	the	questionnaire	itself,	or	rather	the	small	
number	of	participants	in	the	first	and	second	rounds.	Even	though	the	questionnaire	
was	given	to	different	participants	in	two	different	languages	(English	and	Russian),	
the	total	number	of	answers	was	still	relatively	small.	Also,	the	number	of	
participants	in	the	first	round	was	almost	twice	less	than	the	number	of	them	in	the	
second	round,	which	might	bring	credibility	of	this	work	to	a	doubt	in	the	cases	when	
it	comes	to	comparing	feedback	of	the	first	and	the	second	round	to	each	other.	
Another	issue	that	affects	it	is	that	the	participants	themselves	were	not	divided	into	
any	groups	by	age,	cultural	background	or	anything	else	that	could	also	affect	their	
user	experience.	
Most	participants	were	students	and	other	young	adults,	which	can	also	be	
considered	as	a	limitation	to	credibility,	since	the	area	of	a	website	is	rather	a	B2B	
and	the	target	audience	of	it	consists	of	businessmen	(on	the	full	version	of	the	
website	it	also	includes	academic	and	non-commercial	representatives).	Therefore,	it	
should	be	taken	into	consideration	that	many	of	the	participants	were	simply	not	
interested	in	the	topic	or	did	not	have	enough	knowledge	of	it.	
For	example,	this	appeared	to	be	an	issue	when	it	came	to	the	question	16:	“Would	
you	return	to	the	website	in	the	future?	Why/why	not?”.	Since	the	participants	were	
just	not	in	the	target	audience	of	the	website,	coming	back	to	the	website	did	not	
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make	that	much	sense	for	them,	as	it	would	for	some	entrepreneur	that	would	want	
to	engage	his/her	customers	and	receive	feedback	about	the	services	of	his/her	
business	or	someone	in	a	situation	like	that	one.		
Finally,	even	though	the	results	received	through	the	questionnaire	answers	analysis	
can	be	transferred	to	another	cases,	they	are	still	more	related	to	this	particular	
website	of	this	particular	company	and	has	a	lot	to	do	with	their	own	features	and	
issues.	For	example,	if	this	was	a	website	that	goal	would	be	to	sell	food,	it	would	
most	likely	be	much	easier	for	the	users	to	understand	and	the	results	would	be	a	bit	
different,	which	affects	the	transferability	of	this	research.		
5.5 Recommendations	for	future	research	
The	most	important	recommendation	the	author	of	this	work	would	give	for	future	
research	would	be	to	find	more	participants	for	the	questionnaire	and	aim	for	those	
people	who	can	be	a	target	audience	of	the	website	that	is	being	redesigned.	The	
reason	for	this	is	that	in	that	case	the	results	of	the	research	could	be	much	more	
precious	to	the	company.	In	addition,	some	questions	of	the	questionnaire	and	the	
system	through	which	it	was	sent	to	other	people	would	be	better	to	change	or	
modify.	For	example,	in	this	research	the	questions	that	asked	for	giving	a	grade	and	
a	comment	to	something	got	many	answers	where	participants	neglected	the	idea	of	
giving	a	grade	and	only	wrote	a	comment,	because	the	system	allowed	to	do	so.	In	
the	future	research,	it	would	be	better	to	make	sure	that	a	user	must	give	a	grade,	
especially	if	this	quantitative	part	of	it	plays	a	big	role	in	the	overall	results	as	well.	In	
the	same	type	of	questions	some	people	also	did	not	understand	the	meaning	of	the	
grades,	which	ones	meant	“easy”	and	which	meant	“difficult”.	It	is	a	small	detail,	but	
for	better	credibility	of	the	results	in	the	future	research	it	would	be	better	to	add	a	
short	explanation	to	the	question	itself.				
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